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|\Bubbles 
Like Little 
° Y Children 


is what many advertisers are doing, 





expecting to secure the attention 
and trade of the millions of country 
people, without using the local 
country weekly. 

It cannot be done. 

It costs some advertisers lots of 


money to find it out, however. 


A million families in the country spend their 
money for goods advertised in the 1450 local weeklies 
of the Atlantic Coast Lists. These families are in 
the New England, Middle and Southern States. 


Catalogue for the asking. 


“ATLANTIC COAST LISTS, 


134 Leonard Street, New York. 
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IMPROVED NEWSPAPER DI- 
RECTORY. 

For twenty-seven years the publica- 
tion of the American Newspaper Di- 
rectory has been conducted under one 
management, and work is now about 
to begin upon the revision for the 
twenty-eighth annual issue. 

It has always been the desire of the 
publishers to make this book the fairest, 
the best, the most useful publication of 
thesort ever known, and now more than 
ever before is the desire to perfect the 
work intensified because its publishers 
realize that in this world of change it 
is not often that any enterprise is per- 
mitted to continue twenty-seven years 
under one management, and that in the 
course of events changes must eventu- 
ally come. 

While they are permitted to control 
the issue and the plan of the book, 
they desire to add every year some useful 
feature or to eliminate or modify some 
fault. With this object in view, they 
recently took occasion to communicate 
with a large number of persons most 
likely to be interested—earnestly in- 
viting suggestions as to changes that 
will tend to make the Directory a more 
useful publication. 

They also arranged with the editor 
of PRINTERS’ INK to publish the por- 
trait of every man who should suggest 
a single feasible change that will add 
to the usefulness of the Directory, 
and to give place to the reasonable ar- 
guments advanced by any person who 
thinks he has a plan by which the Di- 
rectory can be made more just, more 
impartial, more useful. They still 
further promised that, ‘‘ Whoever will 
make a suggestion that can be advan- 
tageously adopted shall receive a com- 
plimentary copy of the issue of the 
Directory for 1895, now ready, and 
the issue for 1896 as well, which will 
appear about the first of next June.” 

In response to the invitations so 
widely distriLuted, the suggestions 


AN 


printed below were received. The 
editor of the Directory has taken oc- 
casion to express his opinion of the 
feasibility of each suggestion received. 
PRINTERS’ INK cheerfully gives space 
to the matter, realizing that in a jour- 
nal for advertisers everything that has 
a bearing upon newspapers, and espe- 
cially upon newspaper circulation, is 
of permanent interest. 


SUGGESTION, 

Accept re a few prominent ads from 
prominent publications having something to 
advertise (most papers haven’t). Call on 
every publisher to take the book for $5.— 
Cincinnatus, Cincinnati, Ohio. 

Comment.—Advertisements to be paid for 
in cash are hard to get. Without ads the 
publication will not be self sustaining. To 
call on every publisher to pay $5 for a book 
brings to mind the Shakespearean idea: “I 
can call spirits from the vasty deep—but will 
they come? ”’ 

SUGGESTIONS. 

I hasten to suggest the substitution of 
figures for the rating letters and doing away 
with the “ Key."—i/l’, H. Aastman, Fast 
Sumner, Me. 


We make the suggestion, which doubt- 
less has come to you many times from 
others, that you change the statements of 
newspaper and periodical circulations from 
the incefinite form now expressed by letters 
and characters to simple, exact and bold 
statements of circulations in figures.—A. //. 
Siegfried, Philadelphia, Pa. 

Comment.—The less definite rating letters 
were substituted for figures some years ago, 
to apparent advantage. It seems to be better 
to accord indefinite ratings (explained by a 
key) to all those papers—four out of every 
five—about whose issues only indefinite in- 
formation or none can be obtained. 

SUGGESTIONS. 

Publish in the me we 4 an alphabetical 
list of all papers published. This was sug- 
gested to me by seeing several inquiries in 
Printers’ Ink for the address of certain 
paper® and from having inquiries myself.— 
R. W. Storrs, De Funiak Springs, Fla, 

Every time I have taken up your Directory 
to look for particulars of a paweqaper pub- 
lished in any of the large cities, I have felt 
like writing to you and suggesting that you in- 
sert the names of papers in alphabetical order, 
regardless of the time of publication—that 
is, placing dailies, weeklies, monthlies, etc., 
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in alphabetical order, even though a monthly 
does occasionally come next to a daily, or a 
ee next toa bi-weekly. I had occasion 
to look for a paper called Lrberty, and not 
knowing whether it was a daily, weekly, bi- 
weekly, or a monthly, I did not know in 
which class to look for it. The person who 
asked me for the information was in a hurry, 
and after waiting a moment or two went 
away without the information. I felt ver 

much chagrined by the incident. Now, if all 
the papers commencing with L had been 
together, I could have found Liderty without 
any delay. Later, 1 was asked about Ha- 
penchance. 1 know that such a paper was 
published recently, but I do not know 
whether it is weekly or monthly. I looked 
through your entire city list, but failed to 
find the paper in question. It may be there, 
but if it was with other H’s, and if all H’s 
were t her, I could have found Haffen- 
chance in a moment.— David Glassford, 258 
West 115th St., New York. 


_ The writer has noticed a something miss- 
ing in your Directory for some time, and 
that something is an alphabetical index of all 
the papers in the have often wanted 
to look upa certain journal, and not knowing 
where it was published could not find it.— 
James Artman, Philadelphia, Pa. 


I recommend the introduction of a new 
section, wherein all periodicals (save daily 
and weekly newspapers printed in the En- 
glish language, and intended for the dissemi- 
nation o' meral news) shall be listed 
alphabetically by their titles, followed by the 
frequency of issue, class or characteristic, 
place of publication and circulation. The 

van of this list will be that when one 
knows the title of the paper, but not its place 
of publication, he can readily refer to this 
list and locate it. Also, when a paper moves 
from one place to another, no person can 

it from the present Directory, and in 
order to find the paper in the book one must 
first learn of its removal from outside 
sources, while with this 


new list its present 
i M 


location can at once be ascertained.—/’. /. 
Ayvad, N.Y. City. 


our American Newspaper 
Directory, for 1 so amended that it 
will include an indexed department giving 
name, place of publication, price per copy 
and per year, of every monthly and quarterly 
magazine published. I have wasted an hour 
trying to find out where the Chautauguan 
Goatlied—« ri Mulford, Gaines, Pa, 

Comment.—These, the new catalogue, sug- 
gestions will be acted upon. It will add 
many pages to the bulk of the book, and will, 
in a measure, duplicate the work, but it may 
prove to be a convenience worth the cost it 
will entail. 


I suggest that 


SUGGESTIONS. 

4 4 of general otuutinn wineee credit 
and whose reputation for promptly payin 
bills is gilt would be a desirable add 
tion to the Directory. Every publisher in 
the United States would find such a list 
serviceable.—S, A. Nye, Publisher Devil's 
Lake (North Dak.) Inter-Ocean. 

Give department of general advertisers, in- 
cluding agencies and concerns who do their 
own advertising, giving aames of adv. mana- 

.—F. E. Moynahan, Editor of the Dan- 
vers (Mass.) Mirror. 

Comment.—This proposed addition is for- 


INK. 


needed it should be quite separate from a 
newspaper directory. Such a work is already 
on the market, and seems to prosper pretty 
well, 

SUGGESTIONS. 

I would suggest that the advertisements of 
each State follow the directory of the State 
papers, or else divide the ads in such a man- 
ner that a person looking for the ad of a cer- 
tain paper in a certain State, need not have 
recourse to the index to find it.—/. M. Bai/.y, 
Editor Criscent, Hills, Minn, 


Arrange the advertisements in rear of Di- 
rectory alphabetically by States. I would 
begin the States at top of page and follow 
immediately with the capital, then assume 
the usual alphabetical order of arrangement. 
The space left vacant at the end—full State 
report—fill in with ads. Thus each State has 
a marked place of beginning.—A.D. McKin- 
ney, Parker City, lnd. 

Comment.—The only man who actually 
Zooks fcr an ad is the man who pays for it. 
And for him the index is a sufficient guide. 


SUGGESTIONS. 

One great and general fault is the same- 

ness of the “‘ads”’; they all strain at the one 
point, ‘We are the best.’’ Understand I 
mean the newspaper ads. Talk about not 
advertising your competitor by “running 
him down” in your ad; why, the ads in the 
Directory just teem with such stuff. Of 
course there are a few good, sensible ads, 
which talk plain business and solicit adver- 
tising patronage. ‘There is certainly rcom 
in this kind of advertising for ad-smiths. 
Half the ads have just been dashed off at 
random by manager or agent, one-fourth have 
been specially written to deceive and mislead, 
and the other fourth have been given con- 
sideration. Three-fourths of the ads are 
worse than no ads, when if time and drains 
had been employed to write and carefully 
prepare good ads, the Directory would be 
more useful and the results more in evidence. 

The American Newspaper Directory is the 
best studied book on the advertiser’s desk, 
and is studied carefully, earnestly and studi- 
ously from the title e to the index of class 
publications.—A. BE McKinney, larker 
City, ind. 

Another fault is the use of small space by 
metropolitan papers, or no ad at all. It's the 

~duty of every newspaper and periodical to be 
represented in the advertising pages of the 
American Newspaper Directory. T's a part 
of your business which should not be neg- 
lected.—A. D. McKinney, Parker City, Ind. 

Comment.—These are not matters with 
which the publishers of the Directory can 
deal. They solicit advertisements, and like 
to receive such as are well written and 
effective, but it is not for them to criticise 
the matter which the advertising patron 
brings. If it suits him, and he pays for it, 
that is all that can be reasonably insisted 
upon. 

SUGGESTION. 

I think it an unjust discrimination against 
the 18,000 other publications in the United 
States, that the 2,000 dailies should he given 
first position in the Directory. Therefore, my 
suggestion would be to arr the general 
directory in alphabetical order, ardless 
of f y of ten where any publication 





eign to the object. If such a publicati 
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could be found in a moment without know- 
ing whether it was a weekly, daily or 
monthly. The classified County List (Part 
II) will serve to show the groupings of 
dailies and weeklies to those desiring same.— 
Chas. Wood Fassett, St. Joseph, Mo. 

Comment.—This is a suggestion often 
made, and sometimes warmly urged. It has 
had careful consideration from time to time, 
but always with the final decision that the 
present arrangement is better. 

SUGGESTIONS. 

I would offer that the coming Directory 
distinguish the all-home print from the pat- 
ent insides. —W,, F, /ersons, Delevan, N. 1. 

Insert a sign to indicate whether a pa er 
is a co-operative or an all-home print. eel 
sure that thousands of advertisers in country 
papers examine co-operative lists in connec- 
tion with the Directory at a great sacrifice of 
time and labor. The sign might even be 


made to indicate the “list” to which the 
sheet belonged.—H. £. Harris, Publisher 
Utica, Ohio, Herald, 

I believe it would be well in case of the 
country press to designate whether *all-home- 


sag or “co-operative,” as the case may 
. A good many advertisers take this into 
consideration when placing ads.—A. D. M- 
Kinney, Parker City, ind, 

Comment.—The co-operative companies 
all issue lists which are obtainable on appli- 
cation; furthermore papers go on and off 
these lists, and on and off again, with such 
frequency that it is impossible to designate 
the co-operative papers in the Directory with- 
out a greater tendency to error than instruc- 
The plan has been tried and had to be 
abandoned. 


tion. 


SUGGESTION. 

Why would it not be a good idea to state 
in the description of a paper whether it was 
published with or without a cover, as that 
question is often asked for various reasons ?— 
C. A, Goodwin, Chicago, /il. 

Comment.—For all practical purposes, 
this information is given sufficiently in the 
description of the publication. 

SUGGESTION. 

Instead of sending out so many letters of 
inquiry to publishers throughout Canada and 
United States, to dispense with that method 
and to select a first-class man of newspaper 
experience—one in each State in the United 
States—to visit the various offices of publica- 
tions and to make an investigation and send 
it in to you, and to treat the provinces of 
Canada in same fashion. In this way the 
personal investigation of your agent will be 
more reliable, as he can visit post-offices and 
get the weights, etc., of papers mailed, and 
can visit business men and ascertain a great 
deal if in doubt as to any deceit on part 
of publishers. Your agent can give you bet- 
ter description of towns, cities, and popula- 
tion. A good live hustler in each State can 
make a more satisfactory report of the 
papers, etc., than you could possibly secure 


like manner, and to accept no bribes or 
moneys of any kind ; to make a eg in- 
vestigation by every possible means that is 
legal or consistent with the case in hand. 
Your agent can also take orders for Direct- 
ories and make arrangements for payment 
of same, either cash or advertising, as per 
your methods of selling the Directories, and 
therefore get a larger circulation for the 
Directory, and in like manner can also solicit 
advertising from the country papers, which, if 
personally solicited, would insert ads. A 
good man can see and investigate all the 
papers in any State in from two to six months’ 
time. One man can work two States in the 
West and in some parts of Canada.—A. LD. 
McKinney, Parker City, Ind. 
Comment.—This would vastly augment the 
cost without at all improving the book, An 
agent competent to do this work would need 
to have the ability of an United States Sena- 
He should be clad in armor. Post- 
offices are not permitted to give the informa- 
tion suggested. An agent attempting to do 
this work in good faith, and with intelligent 
persistence, should he ever gét back alive, 


tor. 


would be ruined in body, mind and character, 
and the publishers of the Directory would 
of what 


never hear the last he said and 


promised, or was understood to have said 
and promised. The best information to be 
had is penned by a publisher and forwarded 
by mail. A personal visit in search of in- 
formation often brings trouble to the Direct- 
ory, but never benefit. 


SUGGESTIONS. 

It is unquestionably the interest of all 
newspapers that the circulation of each be 
correctly stated, if given at all. That such 
information should be published is of para- 
mount importance to advertisers. There- 
fore, in your efforts to have the figures in 
your Directory made trustworthy, you offer 
a reward of $1co to any one who shall be 
first in proving the falsity of any circulation 
statement which you publish. In a recent 
New Orleans case this offer of a reward 
brought about the exposure of one paper 
which seems to have oe guilty of gross 
misrepresentation ; but I fancy that after go- 
ing through one such experience the person 
who got the $roo in that instance will con- 
clude hereafter to follow the example of the 
great army of his brethren, who believe it is 
the better policy to leave other people's lies 
alone. The bare fact that there is a personal 
reward to be obtained will deter 99 out of 
every hundred American newspaper men, 
honor to be to them, from ever opening their 
mouths, no matter how flagrant and out- 
rageous may be the statements of their com- 
petitors. evertheless, I believe you can 
achieve your end, and open the way for news- 
paper men to tell what they know about cir- 
culation. To do this you should not offer 
$100 to men who do not want any money that 
way. Sut you must do something to over- 
come the national indisposition to bother with 





any other way. When a repr ive per- 
sonally investigates a publisher’s books, and 
takes his acknowledgment to the report, 
there is not much danger of any misrepre- 
sentation or false statements. t your 
agent under good bond to perform the duties 
assigned him in a straightforward, business- 


other people’s affairs. I think you could ac- 

plish this if you were to offer to pay 
$100 in each case to, say, the Printers’ Home 
in Colorado, and nothing to the informer. 
The beneficiary would then come ont without 
doubt in a —— effort to aid you, for the 
cause itself is really good, none better. And 
the newspaper man who now holds his 
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tongue, would, I think, be willing to give 
evidence, there being no “ blood money ” to 
be tainted with, the injustice to his own cir- 
culation naturally influencing him, and a 
possible benefit to a most deserving institu- 
tion causing him to feel that he may be sure 
of a large of Pp sympathy 
and backing from the press, which now shows 
anything but such an attitude toward your 
$100 reward proposition.—A. 7, H. Brower, 
Chicago, Ill, 

You now pay $100 to any one who will 
prove beyond a doubt that the Directory has 
misquoted the circulation of any paper 
therein represented. My plan is of the same 
nature, but a great deal fairer to the pub- 
lishers. —— you give the $10o—$50 to 
the party obtaining the evidence, and the 
other $50 to a party who had been swindled 
—to be used in prosecuting the lying manager 
of the sheet. This, I think, would soon 
check the lying circulation man from aupes 
ing on your Directory.—/. K. Churchi/l, 
Silverton, Oregon, 

Comment.—Nothing has so much tended to 
cut off criticism of the Directory ratings as 
this offer of a $100 reward. A wise publisher 
writes or says: 

“You have rated So and So too high.” 
this the answer is promptly made: 

“May be so. Prove it and we will give 
you a hundred dollars. If youcannot prove 
it you ought to be ashamed to assert it.” 

The fact that only twenty lying reports 
have been found in eight years, notwith- 
standing the increase of definite reports from 
only one in nineteen in 1888 to one in five in 
1895, shows that a lying report in detail is 
very rare indeed. 

SUGGESTION. 

Give the circulation of each newspaper 
one year ago and the present circulation, or 
give the present circulation and the rate per 
cent of increase or decrease during the past 
year.—/. C. Blaisdell, Bradford, /li. 

Comment.—This can be told by compar- 
ing the Directory of this year with that of 
last year or two, three or more years pre- 


ceding. 
SUGGESTIONS. 

The particular defect to which I would 
draw attention is that all papers betwee 
800 and 2,250 circulation are by you prac- 
tically accorded the same rating.—Cameron 
Brown, Managing Director Betleville(Ont.) 
Sun. 

The majority of the papers have a circula- 
tion of less than 4,000 copies per issue, and it 
strikes me that classes J and H have too 
wide a range; therefore, I suggest that one 
more class be made.—/John Wilcox, Milford, 
N.Y. 





To 


Comment.—The paper that prints much 
more than 800 is pretty certain to send in 
such a statement as will secure a rating in 
actual figures. The great majority of papers 
issue less than 800 copies. 

SUGGESTIONS. 

Wouldn’t an index of papers whose circula- 
tion is guaranteed by a offer of $100, ar- 
ranged alphabetically by States, be a great 
convenience to. advertisers in looking for 
papers with the leading circulation in the 


several States, and at the same time be a 
recognition of the publishers who comply 
with your request for circulation statements, 
and an incentive to other publishers to come 
into the 400?—A. W. Laughlin, Manager 
Port.and (Me.) Express. 

I would suggest the discontinuance of all 
estimated circulation ratings. Give the cir- 
culation statements as furnished by the pub- 
lishers, but no others. As the next volume of 
the Directory will not be issued until June, 
1896, there will be ample time to notify all 
publishers, and it strikes me that all the im- 
portant periodicals of the country would ap- 
pear in the Directory with statements of cir- 
culation furnished by their publishers.— W’:. 

ohn, Office af Sunday School Times, Phil- 
adelphia, }'a. 

Comment.—Such a list would be 
meager. In New York City it would omit 
the World, Sun, Herald, Tribune, Times, 
Mail and Express, in fact thirty-nine out of 
the forty-three dailies issued. The papers 
generally believed to have the largest circu- 
lation are most reticent about the facts. 

SUGGESTION. 

We are disappointed to find no mention 
of American news syndicates, agencies, 
= lists,”” ete. This is a feature our English 
directories do not overlook, and we hoped to 
find the same information (as regards 
America) given in your Directory.—North- 
ern Newspaper Syndicate, Kendal, Eng- 
land. 

Comment.—This may be a good sugges- 
tion. The reason for not acting upon it is 
that the buyers of the Directory are almost 
exclusively advertisers, and to them informa- 
tion concerning the news syndicates is not 
supposed to be of interest. 

SUGGESTION. 

I suggest that hereafter your Directory 
give more prominence to the leading daily 
papers and subordinate the lesser publica- 
tions of a miscellaneous kind in each town. 
Most of the advertising—perhaps nine-tenths 
of it—is placed in the leading papers, and 
some device should be used to enable the ad- 
vertiser at a glance to distinguish the few 
important mediums from the great number 
of inferior publications. This could be ac- 
complished by a typographical arrangement, 

y which the important papers might appear 
as now, in large, bold-face type, while the in- 
ferior sheets could be reduced to paragraphs 
in a much less conspicuous type. r you 
could give the desired prominence to the 
leading — of a town by mentioning their 
names in the small descriptive article relatin 
to each town along with the population ond 
business interests. As it is now, your pat- 
rons are put to a great deal of trouble to dis- 
tinguish between the important and the in- 
ferior, and even after an examination they 
may get an incorrect impression.—G. J. 
Hitchcock, Pres, Omaha (Neb.) World- 
Heraild. 

Comment.— The list published in Part III., 
made up of largest circulations (over 5,000), 
meets this want. 

SUGGESTIONS. 

Arrange the lists of religious papers ac- 
cording to denominations, so as it might be 
possible to review the strength of the press 
of each denomination at a glance.—Zditor 


too 
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Luxemburger Gazette aud Katholische 


Westen, Dubuque, la. 

I would suggest that, under Department V 
of the Directory, a classification e made of 
publications issued in the interest of the Ep- 
worth League, the Young People’s Society of 
the Methodist Episcopa Church, South, the 
Methodist Episcopal Church and the Metho- 
dist Church of Canada, and having a mem- 
bership of upwards of 1,500,000.—/, L. A t/ee, 
Jr., Chattanooga, Tenn, 

Comment.—This seems to be a good thing 


todo. Much time has been expended in ef- 


forts to accomplish it. Let the editor who 
suggests this just try it once, with the ten- 
page catalogue of religious papers (1,197 to 
1,207) before him, and see how he will come 
out. 

SUGGESTION. 

In case a sufficiently reliable statement 
could be secured to insure fairness, the esti- 
mated population of towns at present would 
be more satisfactory than the official popula- 
tion five or six years ago. Five-year-old 
figures for many towns are valueless. How 
about stating in the description of each town 
the amount of post-office cancellations (not 
sales) in the past year for fourth-class offices 
and salaries at third-class offices?—//. £. 
Harris, Publisher Utica, Ohio, Herald. 

Comment.—Itis the practice to publish the 
most recent estimate of population when ob- 
tainable. The statements of resident pub- 
lishers, however, have sometimes to be taken 
with a grain of salt. The post-office sugges- 
tion does not appear to be worth considering. 

SUGGESTION. 

Print in the book a list by name and 
samples by line of type that can be used in 
advertisements. The /nguirer of this city 
issues such a catalogue—36 pages, 8%x5% 
inches—and I refer to it every day in the 
preparation of ads. It enables me to mark 
on the om, exactly the size and style of type 
I want. Print a catalogue of cuts suitable to 
illustrate ads, and number each. Give ad 
vertisers privilege of having cut No. in- 
serted in their ads. This would be a con- 
venience to advertisers, enlarge the advertis- 
ing space and beautify the book. Besides, 
you could offer the cuts, sent to advertisers 

y the dozen at, say, 52 or 75 cents. I should 
be glad to buy, and I believe others who need 
cuts would.—/!’, C. 7rueman,211 South 10th 

t., Philadelphia, Pa. 

Comment.—This is about as practicable as 
a suggestion to print the Century Dictionary 
as a supplement to the Directory. 

SUGGESTIONS. 

On the page opposite each State list could 
be published a statistical State map, giving 
scale of miles, area, the census for some 
years back, to note increase of population, 
inhabitants’ to square mile, papers issued, 
etc., as you do now under the heading of the 
State. The addition of the map and popula- 
tion statistics would enable an advertiser to 
note how rapidly the State was growing, and 
also enable him to note the possible territory 
covered by a paper published in any town.— 
Arthur De Vere Storey, New Yor 

Maps of each State. wherein the towns hav- 
ing a newspaper are indicated, are a recom- 
mendable feature. The re-introduction of 
geographical indicators of some sort after 








the names of counties in the gazetteer descrip- 
tion of towns will be of much assistance to 
many persons using the Directory.—/. 
M, Ayvad, New York 

Comment.—This is a good idea and one 
that has had careful consideration every year 
for twenty years, and always ending with the 
conclusion that the man who buys the Direct- 
that 


ory should also buy a good atlas, and 


neither one can serve the purposes of the 

other without attempting too much, The re- 

introduction of the geographical indicators, 

showing the geographical position of each 

county in the State, has been decided upon. 
SUGGESTION, 

In view of the fact that this country’s 
commercial relations with Mexico and Cen- 
tral and South America are on a constant in- 
crease, and considering that there is no direct- 
ory published on the American continent 
that attempts to give all the newspapers of 
the New World, such an addition to the 
present Directory will perceptibly increase 
its sale.—?. M. Ayvad, N. }. City. 

someiaasdae demand for the informa- 
tion is not sufficient to justify the necessary 
outlay. 

SUGGESTION. 

Send to every publisher in the United States 
the usual request for statement of circula- 
tion, and with the information that unless 
such statement is furnished over the written 
signature of the publisher, manager or some 
authorized person, no rating for circula- 
tion will be given. If you do this, I think 
you and the public will be surprised at the 
completeness of your work for 1896. The 
publisher who did not respord, finding you 
mean business, will make haste to get in line, 
and the manager of every publication who 
cares for its standing, will take special pains 
to provide you with a statement on which to 
base an intelligent circulation rating.—/. 
Eisenlord, Chicago. 

Comment.—If this suggestion were acted 


upon there would not be 500 circulation 
ratings in the book two years from now. 
Next to 


would make the average newspaper man so 


killing the Directory nothing 


happy as the omission of the circulation 
ratings. 

It is with regret that it has to be ac- 
knowledged that, up to this time, Mr. 
Birmingham’s convention of newspaper 
men, who were to meet in New York 
after the vacation season was over, with 
a view of remodeling the Directory, has 
not materialized. Nothing whatever 
has been heard of it, and the Fourth 
Estate could hardly be more dumb on 
the subject if it were real estate, which 
every nedy knows it is not. 

HE GOT THE Job, 

Editor (to applicant for reporter’s position— 
What I particularly desire is young men who 
can write interestingly. 

“Well, sir, I don’t want to brag, but I 
think my write-ups are just as interesting as 
any advertisements going.” 
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ADVERTISING THE HORSE 
TRA 


It is very seldom that one sees any 
really bright advertising of horses for 
sale, but a dealer in Brooklyn seems 
to have hit upon a unique way to word 
his ads. As horse advertising has 
seldom been written about in PRINT- 
ERS’ INK, though probably many horse 
dealers are subscribers, I have selected 
several of these ads from the New 
York Sun, thinking they might prove 
of service to those who are in a simi- 
lar business out of town : 





Been to the 
Brooklyn 
Horse Show ? 


Best in town, and it IS in town—handy 
for everybody. What kind of a horse do 
you want, and what money would you like 
to pay? Wehave all sizes and weights, for 
carriage, saddle or business purposes. And 
we’re here ALL THE TIME, if the horse 
you buy doesn’t please you. Prices to suit 
the poorest. 


A. M. STEIN & CO., 
225 to 231 Washington St., Brooklyn. 


HAVE YOU ANY 
HORSE SENSE? 


Do you know a good horse when you see 
it? Do you Sook a good horse, easy to 
ride or drive? Jost imagine what you would 
expect to give for a really good animal, per- 
fectly sound in wind a limb, and then 
come to our stables and get it for much less ! 
Don’t pay any oy | prices to traveling 
dealers who are in one State one day and an- 
other the next. We're here ALL THE 
TIME, prepared in all cases to justify our 
sales—but nobody comes to complain ! 


A. M. STEIN & CO., 
225 to 231 Washington St., Brooklyn. 








“A KINGDOM FOR A HORSE?” 


What rubbish! Dick the Third must have 
been off his base ! 

We'll sell you as good a horse as you'd 
wish to buy, for a small sum, and guarantee 
the animal, too. 

And remember, our guarantee is-worth a 
herd of horses. We've been here for years, 
and intend to remain a good many more. 

If you want a good horse, for business or 
pleasure, we’ve got him ; cheap, too. 


A. M. STEIN & CO., 
225 to 231 Washington St., Brooklyn. 





The eye-catchers of these ads are 
particularly appropriate, the first one 
especially, as there was no ‘‘horse 
show,” in the sense generally under- 
stood, at the time the ad appeared. 


Yet Mr. Stein, in designating his own 
establishment the ‘‘ Brooklyn Horse 
Show,’’ was reasonable to himself and 
attractive to others. His head-lines 
began to attract attention from their 
fitness to the subject. 

These ads, though in a_ sense 
‘thorsey,’’ are plain and direct enough 
to be understood by all, and, accord- 
ing to Mr. Stein, they seem to have 
sold horses at a pretty good rate. A 
quotation from ‘‘ Honest Old Abe’’ 
furnished a good head-line for one of 
them : 





‘*Never Swap Horses 
When Crossing a Stream.” 


Don’t even swap your money for a horse 
unless you know something about the animal 
or the people you buy it from. Take no 
chances on strange horses or strange dealers. 
Buy where you can go back next day and 
have your money returned if dissatisfied. 

We have sound, fleet and first-class ani- 
mals for saddle or harness, pleasure or busi- 
ness, and you can save a good-sized treasury 
note by purchasing from us. 

Come and see the horses, any way ; per¢ 
haps you'll see one that will talk you into 
buying it. 

A. M. STEIN & CO., 
225 to 231 Washington St., Brooklyn. 





Probably some of PRINTERS’ INK’s 
readers who are in the equine business 
might derive some profit by trying 
similar announcements in their loca] 
papers. Joun C, GRAHAM, 


ADVERTISERS GET THE TRADF, 


The way the public at large look at adver- 
tising is forcibly shown by the utterance of a 
well-known Philadelphian, temporarily in 
Washington, who was walking somewhat out 
of his way to reach a florist’s. When his at- 
tention was called to the fact that there were 
other florists nearer, he said: ‘“‘ I am seek- 
ing this man because he advertises in the 
newspapers. The man who advertises is 
always up to the times, and he is easier to 
deal with. You laugh, but I tell you it is a 
fact. I have studied this over, and I know 
from personal experience. For the last few 
years of my life I’ve made it a rule never to 
deal with any business man who doesn’t ad- 
vertise. I wanted some flowers to send off 
in a box by mail, and I looked in the paper 
this morning for the advertisement of a 
florist. Now, you see, he wants to deal with 
me—else he wouldn’t put that in the papers. 
I don’t know any of the poy here ; but the 
rule is a good one, and I'll bet you anything 
you say that I can get what I want at this 
place, and get it cheaper than anywhere else, 
or at any flower place that keeps its name 
out of the newspapers. The business man 
that doesn’t advertise I have always found 
narrow-minded, selfish, non-enterprising, 
penny-wise and pound-foolish, even if he 
didn’t cheat me outright. No, sir; I never 
buy anything of him.”"—Geyer’s Stationer. 
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May be the head of the fam- 
ily is “ set inhis ways,” dislikes 
innovations. Old customs and 
traditions are hard to over- 
come. His custom would be 
a good thing for any merchant 
to have. Try him with an 
advertisement in 


The Sun 


Shouldn't wonder if you got 
him. Then, the rest depends 
on your goods if you are to 
keep his trade. 


Address, 


he Sun... 
New York. 
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INTELLIGENT 
PRINTER 

IS 

AMUSED 


at the strenuous efforts being made by 














cheap ink manufacturers to induce him 
to doubt the evidence of his own senses 
Their ads. may be very alluring, but — 
well, enough said. 


Queen City Printing Inks 


do not need advertising by such methods. 
They are of true and tried merit, are sold 
at prices that are right, and are sent to 
printers of known reputation and credit 
without “cash with the order.” 


The above is a reduced fac-simile of an advertisement pub- 
lished in The Inland Printer by one of my rivals in the print- 
ing trade. | reproduce it after having made an investigation 
and learned the secret about the smiling printer. It appears that 
this young man formerly bought Inks of me and paid in ad- 
vance for them every time. At one time, however, when he 
had no cash in his overalls to send to me he decided to open 
an account wilh the Queen City Printing Ink Company at 
Cincinnati ; although their prices were double mine and their 
Inks not quite as good. Now, it came about in the course of 
time that when he had run up a good account for Inks and 
other things that are sold at high prices on long credit, he 
made an assignment one day and never paid for the Inks at all. 
The picture shown was taken while he was explaining to me 
that, although my Inks were better, those obtained from the 
Queen City Printing Ink Company of Cincinnati actually cost 
him less than mine did. Do you see ? ; 

Send for my price list. appress : 

P. 1. JONSON, 10 Spruce Street, New York. 
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The Cash 4 
Ingn__ 
@ @ Advance... ee 
cece (Qoc00 


Packenham & Dowling do business at 12 Spruce St., N. Y 
City, occupying the whole of the top floor. The place is crowded 
with machinery. They buy ALL their printing inks of P. I. Jon- 
son, No. 8 Spruce Street. When Mr. Packenham was asked 
what he thought of Jonson’s Inks, the answer was: ‘“ They 
are just the same as any others. The black ink,” he said, “3 
Ibs. for $1, is A 1, and the 6-cent black is excellent, and works 
almost anything we get except high finish work.’”’ What he 
means by the 6-cent black is the quality sold as News Ink. It 
is sold for 6 cents in 25 pound packages and at 4 centsin 500 
pound barrels. 

“ Paying $3 and $5 a pound for Copying Ink,” continued 
Mr. Packenham, “is taking the money out of a man’s pocket.” 
The Jonson price is $1 a pound or a quarter pound can for 25 
cents. With some warmth Mr. Packenham exclaimed, “ Levey 
has made two million dollars out of the old prices.” 

Pointing to Levey’s list of colors, he said, “ they don’t cost 
25 cents a pound to make, including the labor,” and then he 
added, “I fancy Jonson has started this trade to demonstrate 
that there is money in it at his prices, so long as he gets the 
cash in advance and has no bad debts. His inks are just as 
good as any in this world.” 4 

Send for price list. 


Address, 


P. I. JONSON, 8 Spruce Street, New York. 
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Because: 


For circulation covered it’s the cheapest 


Aa SS HSS 

















fwuuvwer 
POC CC CC CCC CCC CC CCC CCC CCC CCC CCC CCC CCC CC CC CCC CCC CCC CCC CCC CCC CCC CCC CCC CCC EEE 





advertising in existence. For sure display the aur 
. pk ' . ee = 
limited space guarantees attention. It knows no en 
morning or evening edition but “goes on forever.” Si 
Modern electric cars give display even better at ae 
a : . : . " =" N= 
r night than by day. It buttonholes the customer i 
K ae NNT EER NRE 
i when he is in a receptive mood with time to ry 
f digest it. ; ae" 
t = =» a 
F And also «‘ because it is!”’ “Fy 
4 NE 
: C & K i 
E w 
| UARLETON & KISSAM,. = 
: il 
y 
Exemplifiers of Modern Advertising Eb 
F 4 
: of the Kind that Pays. ‘iz 
Postal Telegraph Building, New York. a : 
m= 
=i"! : 
Sih Si i SS Si SI = Hi = MI eV eS ie 
— Bap a aot hs 
















PRINTERS’ INK. 


In New Jersey... 


There are many thriving 
cities and towns. All those named 
below (except one) have modern sys- 
ee ee ee es 


Newark, 
Elizabeth, 
Plainfield, 
Paterson, 
New Brunswick, 
Trenton. 


And the advertising is 
controlled by 





cee ea anti, St i IE 


arleton. cM 


and ky m 
Write us for rates. ISSa 


Postal Telegraph Bldg, New York. 





50 Bromfield Street, Boston. 





18 ‘Branch Offices. 
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So Does a 


POROUS 
PLASTER 


Both do not work on the same principle nor do they draw with 
equal power. They are both good in their way, but the best 
thing in the way of 


A Medium for Advertisers 
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who wish to cover the territory in 
and about Chicagois.. 


The Chicago Dispatch, 


By JOSEPH R. DUNLOP. 


It accomplishes the best results in the shortest time. This is 
what shrewd advertisers are desirous of obtaining. You want 
to reach the masses and you cannot do this unless you are rep- 
resented in the paper that reachesthe masses THE CHICAGO 
DISPATCH is 


OF THE PEOPLE, 
FOR THE PEOPLE. 
WITH THE PEOPLE. 




















If you want Chicago money use the advertising col- 
umns of Chicago's brightest daily. 
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Cleveland :- 


to-day is the most progressive city on the Great 
Lakes, and its fame is world-wide. Its products are 
known in trade circles all over the world. 


IN LITERATURE 

Cleveland is known by the works of Col. John 
Hay, Miss Woolson, Artemas Ward, W. D.. Howells 
and others. 


Cleveland is famed by the works of Tompkins 
Cavanaugh, Ryder and others. 


IN SCIENCE 


Cleveland is remembered by the inventions of 
Chas. F. Brush, the Electrician, of White, the Sewing 
Machine King, and others. 


IN JOURNALISM 
Cleveland is best known by its one great and 
growing newspaper, 





The Cleveland ee ee 


-- World 


It leads all other Cleveland Journals in circulation, 
character and influence. 





THE WORLD 
PUBLISHING COMPANY, 


ROBT. P. PORTER, Prest. 
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Wili M. Clemens, P. O. Box 1716, New York. 
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NUMBER TWENTY. 
AND NUMBER FOUR FOR KANSAS. 


Owen & Co., publishers of the To- 
peka, Kansas, Western Poultry Breed- 
er, furnished for use in the American 
Newspaper Directory what purported 
to be a correct statement of the cir- 
culation of that paper for the year pre- 
ceding December 18, 13894. The state- 
ment was as follows : 

‘‘No issue of this paper for the 
period of a full year preceding the 
date of this certificate has been less 
than 6,000 copies. (Signed) Western 
Poultry Breeder, Topeka, Kans. Owen 
& Co., Pubs., Dec. 18, 1894.” This 
circulation was guaranteed by the Di- 
rectory in the usual way under a for- 
feiture of $100 if proved untrue. 

To prove that Owen & Co.'s state- 
ment as given above is absolutely un- 
true, the following letters and affi lavits 
have been received : 

Topexa, Kansas, Sept. 6, 1895. 
Publishers American Newspaper Directory 

In looking over a copy of Prinrers’ Inx, 
this evening, I notice that you credit Kansas 
with having a larger number of newspaper 
liars than any other State in the Union, but 
I beg leave to state that you have not yet dis- 
covered all of them. 

I find that the Western Poultry Breeder, 
of this city, is rated as follows in the last edi 
tion of the American Newspaper Directory 
** smallest edition issued within a year, 6,000."” 
I find also in the front part of the work that 
you offer a reward of $10» to the first person 
who disproves any circulation rating the cor- 
rectness of which is thus stated and guaran- 





teed. 

The Western Poultry Breeder is published 
by Thomas Owen, who makes up the forms 
in his office. He sends the forms and the 
stock to the pressroom of the Kansas Farmer 
Co. of this city, each month, by an express- 
man named Stepheason,who on every possible 
occasion boasts of the large circulation of 
Mr. Owen's paper, stating that he hauls #w 
bundles of paper of three reams each and 
sometimes a little more, making an edition of 
about 3,500 copies. The foreman, press 
feeders, bookkeeper, and every officer of the 
Kansas Farmer Co., as well as many persons 
who visit their pressroom, are familiar with 
the editions printed by the above named pub- 
lisher, and each and every one of them knows 
that the regular edition of the paper for over 
a year back has been 3,509 copies, and I can 
positively state, without fear of successful 
contradiction, that the issues of the paper 
have never exceeded the above figures e.rcept- 
tng in one case and that was when an edition 
of 4,000 was run. 

A publisher who reads carefully your offer 
of circulation rating and then makes such a 
* lying statement ’’ as Mr. Owen has made 
you is possessed of his full share of nerve 
and takes chances which any sensible or 
honest man would avoid. If he printed his 
paper in his own office he would have some 
excuse for supposing he might defraud you, 
but when his circulation is a matter of such 
public knowledge he must take the conse- 
quences. 

I presume you will refer this matter to Mr. 
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Owen before taking any action. He will 
have the chance, or choice, of proving him- 
self a liar or a perjurer as he sees fit. If he 
does the wise thing he will acknowledge that 
he lied. I will at once go about preparing a 
number of affidavits which will absolutely 
rove the correctness of my claims and if 
Mr. Owen desires to try and bluff the matter 
through I will send them to you. Unless he 
denies them under oath (should it be neces- 
sary to send them to you), I shall expect you 
to pay me the reward claimed. Should he be 
sacked enough to deny my claim, under 
oath, I shall expect you to send me his affi- 
davit and I will have him prosecuted for 
perjury. 

I telegraphed you as follows a few moments 
ago: 

* George P. Rowell & Co., 10 Spruce Street, 
New York City: 

“ Hundred dollar reward claimed. Rating 
of Western Poultry Breeder untrue. Par- 
ticulars mailed. M. L. Stratton.” 

Kindly let me hear from you at once and 
state what you desire me to do, if anything 
more, in this matter. fours truly, 

M. L. STRATTON. 





Topeka, Kansas, Sept. 11, 1895. 
Publishers American Newspaper Directory: 
Yours dated the roth. Acting on the ad- 
viee contained in same in regard to the claim 
for reward on the Western Pou try Breeder, 
I called on a lawyer. He assured me that 
the affidavit of the teamster Stephenson 
would be sufficient, as Owen could not 
make a defense with safety to himself. We 
accordingly drew up one, stating the facts 
and called on Stephenson with it. He said 
that while it was correct he did not wish to 
sign it until he called on Owen. He left us 
and went to Owen's office and came back in 
thirty minutes and told us that it was all 
right, and as his testimony was so much 
stronger than our affidavit submitted for his 
signature, we drew a new paper. The in- 
closed is the same and was dictated by Mr. 
Stephenson. 

Mr Stephenson went to Mr. Owen and 
stated that he hai done some bragging on 
the circulation of the Western Poultry 
Breeder and wished to know if he had over- 
stated the matter, and that he had been 
claiming that the circulation of the same was 
never less than 3,s00. He says that Mr. 
Owen said his supposition was entirely cor- 
rect and he at once got down Ars books and 
showed his receipts for press work done by 
the Kansas Farmer Co., and for stitching 
done by Crane & Co., and that each and 
every one since Jan. 1, 1894, was for 3,500 
— with one exception. Mr. Owen 
added that any one might look at them that 
desired and that Ae was willing to prove to 
any one that he had printed 3,50 each issue 
since January 1, 1894, with one exception, 
and that was an edition af 4,000 copies. 

Dictated. Yours truly, 

M. L. Srratron. 


State of Kansas, | S: 
Shawnee County,\~*~** 

Bruce Stephenson, of lawful age, depos=s 
and says as follows: That he is a teamster 
by cccupation and does a general hauling 
business in the city of Topeka, Kansas. That 
in his occupation as such he was regularly 
employed by the Western Poultry Breeder, 
a paper published at 522 Kansas avenue in 
said city and State, to haul the forms of said 
paper, and the blank stock used in printing 
said paper, to the pressrooms of the Kansas 
Farmer Co., where the paper was printed, and 
to return said forms and printed papers to 
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the office of the Western Poultry Breede» 
when the work was completed That he 
did this work during the year 1894, and has 
continued to do it to this date, and that he is 
fully aware of the exact number of papers 
handled as well as the blank stock. That 
there were 3,500 papers re turned to the office 
of the paper cack time. This number may 
have varied but it never fell below 3,009 or 
exceeded 4,000. I have also seen receipts for 
the printing and stitch- 
ing showed me by 
Owen (the publisher), 
and that he a few mo- 
ments ago showed 
them to me, and any 
one is at liberty to look 
at them. 

The printing was 
done by the Kansas 

‘armer _- , and the 
stitching by Crane & 
Co., both of this city, 
and Mr. Owen showed 
the receipts for same 
to me this day. Each 
substantiate this state- 


a rating 
in italic 


ment. To the Publishers of 


Bruce STEPHENSON 
Subscribed and sworn 
to before me this 
ith day of Sept., 

1895. 

Lucia O. Case, 

Notary Public. 

My commission ex 
pires March 8, 1895 
Torexa, Kan., Sept. 

14, 1895 
Publishers American 

Newspaper Direct- 

ory: 

Roy Williams, a 
local adverticing so- 
licitor and friend of 
mine, called on Mr. 
Owen and stated that 
he had some advertis- 
ing to place with es- 
tablished papers 
whose circulation had 
remained nearly sta- 
tionary during the 
past year. Mr. Owen 

ave him the same 
information that was 
conveyed to you in the 
affidavit of Stephen- 
son, and stated that he 
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culation of 4,009 regular subscribers since 

January, 1894, and print sometimes 10,0c0 

copies a mont. Paper is over six years old. 
Owen & Co 


State of Kansas, | S 
Shawnee County, \ 
Roy Williams, being duly sworn, deposes 
and says as follows: 
That the above statement was given to 


S.. 


Form ot statement to secyre 


preceded by the words 
type: ‘smallest edition 


‘a 
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y 
ad 9on 


the AMERICAN NewspaPer DIRECTORY 


No issue of this paper for the period 07) a 
full year preceding 


has been less than 
ys) oun, >. to 
Week 


the date of this certificate 


4.500 
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had no hesitancy in NOTR—@ 
. Per seca | 

placing the same in 

writing. He did so, 

and the inclosed state- | 

ment was written by 

Owen himself of his own volition 

It seems that Owen’s statements to you 
were made for the benefit of foreign adver 
tisers, and that he has no hesitancy in telling 
the truth to local advertisers. 

I presume that Owen's own statement will 
be considered sufficient roof, and that I am 
now entitled to receive the reward. 

Yours truly, M. L. Srratron 


Office of ) 

“Western Pouttry Breeper,”’ 
Owen & Co., publishers { 
Circulation, 4,000 Copies. { 


e De 








1 inch one year, $12. 
Torexa, Kan., Sept. 14, 1895. 
We hereby certify that we have had a cir- 


ort im ¢ ae ems & Arabic figures. the exaet circulation shown, 


under a forfetture of $100. 
nonce swcratheny senten“ statement mus be prepared and signed 


him by one Thomas Owen, publisher of the 
Western Poultry Breeder, of Topeka, Kan- 
sas. That the same was written, signed and 
handed to him by said Owen, who, at the 
time, informed this affiant that the circula- 
tion of*his paper had been about 4,000 copies 
for each issue during the past eighteen 
months, and while the circulation of the 
aper had exceeded that figure at times it 
nad not done so since January 1, 1894. 
oy WILLIAMS. 

Sworn to before me this 14tl. day of Sept., 
1895. D. Suetton, Notary Public. 

My commission expires Nov. 23, 1895. 


Copies of these statements and affi- 
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davits were submitted to Owen & Co., 
and they were asked: ‘‘Shall we be 
obliged to decide that this is another 
case where a lying circulation report 
was furnished, and that Mr. Stratton 
is entitled to the reward of $100?"’ 

To this Owen & Co. replied as fol- 
lows : 

Office of 
“Western Pouttry BrREeeper.”’ 
Owen & Co., Publishers 
Topeka, Kan., Sept. 16, 1895. 

Publishers American New paper Directory 

In answer to yours of recent date would 
say our circulation at present is not as high 
as it has been. We could not prove what it 
was in '93. We have printed as high as 10,000 
copies. Yours truly, 

WeEsTERN Pou_tTry BREEDER. 


And the publishers of the Directory, 
under date of Sept. 19, replied : 


GeNTLEMEN—If you have nothing further 
to furnish us in answer to the charges of 
falsehood made against you, it appears at 
this time that Mr. Stratton has well earned 
his one hundred dollars for proving false 

our statement of circulation inthe American 
Newspaper Directory, as furnished by you, 
anle overing a full year previous to Decem- 
ber 18, 1394. You refer in your letter to 
your circulation in 1893. We don't care 
what it was then. What we want to know 
is, did you have, as stated in your report, 
accepted and guaranteed by us, a circulation 
of 6,000 for the year previous to December 
24, 1894? We will wait a reasonable time 
for your respcnse. 


On the 2d of October the reward of 
$1co was paid to Mr. Stratton by 
check on the National Broadway Bank, 
of New York. 

Circulation 


number fifteen, 


report 
which was proved untrue, and cost the 
publishers of the American Newspaper 
Directory a forfeit of one hundred 
dollars, came from no less a paper than 


the Daily Bee, of Omaha, Nebraska. 
On another page of this issue of PRINT- 
ERS’ INK the Ace publishes, at an ex- 
pense of one hundred dollars, a full 
statement of its actual issues for a full 
year. The explanation given by Mr. 
Rosewater, the proprietor of the Bee, 
as to how that paper happened to send 
in a false report, is that ‘‘the line 
representing the lowest circulation on 
any given day of the year is filled out 
with the average circulation for the 
year.” A fac-simile of the Bee's re- 
port, on which it is said that the busi- 
ness manager filled in the wrong in- 
formation on the wrong line, appears 
on this page. Mr. Rosewater further 
attributes his dilemma to the asserted 
fact that the Aze has not patronized 
the Rowell concern as much as was 
expected, and he also asserts that, 
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‘two years ago, they deliberately mis- 
represented our circulation, and classed 
the paper 5,000 less than its sworn 
statements, covering every day of the 
year preceding, had entitled it to. 
Mr. Rowell simply explained that it 
was a mistake, and that our report had 
miscarried.’’ It was for the purpose 
of cutting off just such claims as Mr. 
Rosewater sets up about his experience 
of ‘‘two years ago’’ that the publish- 
ers of the Directory have for several 
years published the following notice 
both frequently and conspicuously : 
$25 Reward. Any publisher who placed 
on file at the Directory office a true state 
ment, conveying the requisite information 
concerning the issues of his paper covering a 
full year, the same being duly signed and 
dated, and who finds, when the book has ap- 
pes ared, that his paper is not rated in accord- 
ance with the report which he sent, will re- 
ceive from the publishers of the Directory 3 
written apology for their neglect (which ma - 
be exhibited to advertisers and others) and a 
check for $25 in payment for the service of 
discovery and pointing out the error. The 
newspape r publisher who registered the letter 
he sent containing his circulation statement 
finds it easy to prove that one was sent and 
received If he kept a copy it will be equally 
easy to establish the fact that the statement 
sent actually did contain the requisite infor- 
mation and was properly signed and dated. 

If the good will of PRINTERS’ INK 
and the Directory, which are issued 
under one proprietorship, is bought, 
then the patronage of the Aee, amount- 
ing to $2,600 for the current year, 
ought in all conscience to be enough to 
influence and secure that good wiil 
If $2,600 is not sufficient, then it 
would be of still greater interest to 
learn just how much will serve. No 
one knows better than Mr. Rosewater 
and Mr. Feil that PRINTERS’ INK has 
no good will to sell and no ill will to- 
ward any one. It would be well for 
father-in-law and son-in-law in future 
to cultivate a practice of reading and 
verifying papers before attaching sig- 
nature. In this connection, and with 
a desire to bring out the facts, space is 
also given for a one-fourth size repro- 
duction of the full-page advertisement 
of the Omaha Ace, which appeared in 
the very issue of the American News- 
paper Directory that is complained of 
(Directory, page 522), and in a position 
directly opposite the catalogue descrip- 
tion of the Bee. The price of such an 
advertisement is fixed at $150, and this 
one has been paid for. Interested per- 
sons may read in it these words: 

“* Look at it from an honest standpoint and 
these figures tell the tale truthfully to adver- 
tisers. nown circulation over 20,009 every 
day in the year does the daily print. 
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If the reader will now turn to the 
full yearly statement published by the 
Bee in this issue of PRINTERS’ INK 
(page 69) he will perceive that on many 
days the issue failed to exceed 20,000 
copies, and that the advertisement was 
not therefore quite true. 

A full list of the $100 rewards paid 
in eight years for the discovery of un- 
truthful circulation reports in the 
American Newspaper Directory is as 
follows: In 1888, case of Waukegan 
(Ill.) Gazette. In 1889, case of M: ud- 
ison (Wis.) Skandinavisk Tribune. In 
1891, case of Prospect (Ohio) Advance 


oe GO. P ROWELL & Coe 


WEBRASKA | NEBR4SK4 
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THESE FIGURES... 
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te advertisers 


COPIES EVERY Day 

IN THE YEAR-DOES 

5 THE DAILY PRINT 
OVER.. 


j 
< 20 000 COPIES EVERY SUNDAY 
EDITION 


] OVER.. 
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In 1892, case of St. Louis (Mo.) An- 
ceiver des Westens, Atlanta (Ga.) Dixie 
Doi tor, San Francisco (Cal.) Cal. In 
1893, case of Muskogee (Ind. Ter.) 
Our Brother in Red, Monon (Ind.) 
News, Montfort (Wis.) AZexrter. In 
1894, case of Topeka (Kan.) Saturday 
Evening Lance, Minneapolis (Minn.) 
Farm, Stock and Home, Chicago (Ill.) 
Western Rural, Los Angeles (Cal.) 
Family Ledger, Seattle (Wash.) Press- 
Times. In 1895, case of Omaha (Neb.) 
Bee, Weir City (han.) Journal, Wil- 
liamsburg (Kan.) Sunflower, St. Louis 
(Mo.) St. Louis Magazine, New Or- 
leans (La.) Jforning Star, Topeka 


(Kan.) Weftern Poultry Breeder. It 
will be observed that the whole list 
only reaches a total of twenty; but 
doubtless the system of paying the re- 
ward is what establishes the fact that 
a definite statement of actual issues is 
only obtainable from one publisher out 
ot five. 

It is well understood on all sides 
that the practice of the Newspaper 
Directory of publishing circulation 
ratings is a thorn in the side of nearly 
every newspaper. Few publishers are 
willing to oppose the practice openly, 
but there are probably not twenty 
newspaper men in America who would 
not sign the death warrant of the 
American Newspaper Directory if it 
could be done in the dark. Adver- 
tisers, however, value the information 
that the Directory gives and the people 
who irfvest two hundred million dol- 
lars annually for advertising are en- 
titled to know something about what 
they are buying. ‘They need informa- 
tion about circulations just as much as 
the wholesale dealer requires the com- 
mercial reports furnished by the mer- 
cantile agencies, concerning the finan- 
cial standing of those who seek to ob- 
tain his goods. 

As illustrating this need, it may be 
said that there are some persons who 
believe and assert that the actual daily 
editions printed by the Boston Herald 
have for a considerable time been about 
60,000 less than the issue claimed in 
figures published at the head of its 
columns; and that after the recent 
shake-up in that office, the new man 
ager being neither willing to continue 
to publish false figures nor to begin to 
print true ones, compromised by put- 
ting in the ‘‘High Water Mark”’ 
(533,140) reached one day several years 
ago and so lets it go at that. The ed- 
itor of the Newspaper Directory was 
not able to obtain any statement from 
the Hera/d office for his last edition, 
in such a form as would permit of the 
usual guaranty of its accuracy. 

——__ +o 
MASTERING A_ TRADE, 

The great point for the retailer to secure 
success is to be a master in his trade. N 
matter what his surroundings may be, nor 
what opportunities present themselves for 
profit, if he does not master his business he 
is sure in the end to fail in a great measure 
of achieving the success he desires, even if 
he does not make a total failure.—Shoe and 
Leather Facts 

> — 
Wares advertise, 
Trade energize. 
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To 
Ad-smiths | 
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Every ad-smith intending to make an effort to secure the prize vase offered 
for the advertisement worded and displayed to best serve the purposes of 


_ attracting subscribers to PRINTERS’ INK, a Journal for Advertisers, should 


send in his name and address, and a pamphlet which tells the whole story of 
the proposed competition will be forwarded to him by return mail. Address 
all communications simply Prinrers’ INK, New York. 





PRINTE 


THE PRIZE ADVERTISEMENT. 
ELEVENTH WEEK. 


In the eleventh week of the competi- 
tion for the PRINTERS’ INK Vase, twen- 
ty-eight advertisements were received 
in time for consideration and report 
in this issue of PRINTERS’ INK. Of all 
these the one here reproduced is 
thought to be the best 





The intelligent farmer 


reads Agricultural journals ; 


his knowledge cannot 


make rain fall or sun 


but it helps him in his work, 
and makes a better farmer. 


The wise merchant, 


if he would learn more 


about advertising— 


and judicious advertising 


is the sunshine that 


makes business grow— 


let him study 


PRINTERS’ INK. 


It contains che best 


advertising thought, and 


the most practical 


business wisdom of the day. 


It will stimuiate your zeal 


in the right direction, 


RS’ INK. 21 
and appeared in the Badger State Gro- 
cer, of Milwaukee, Wis., of Oct. 2d. In 
accordance with the original offer, a 
coupon entitling the holder to a paid- 
in-advance subscription to PRINTERS’ 
INK from date of presentation to Jan- 
uary I, Igor, the beginning of the 
twentieth century, has been sent to Mr. 
Black, and a second coupon of the same 
class was also sent to the advertising 
manager of the Grocer 

Mr. Black's adver- 
tisement will be placed 
on file and have further 
consideration December 
next, as promised in the 
terms of the competition 
set forth in the 76-page 
pamphlet prepared for 
the purpose of fully con- 
veying the particulars 
and conditions of the 
competition for the 
PRINTERS’ INK Vase. 
The pamphlet will be 
sent to any address on 
application. 

The twenty-seven un- 
successful 


shine, 


competitors 
passed upon this week 
each received a coupon 
good for one year's sub- 
scription to PRINTERS’ 
INK, and have to be con- 
tent with this very 
moderate compensation 
for the effort put forth. 
Each one, however, may 
find satisfaction in 
knowing that, although 
he failed to take first 
place this week, nearly 
fifteen more opportun- 
ities are still open to 
him, if he chooses to 
repeat his effort. 

So much interest is 


and 


make you a better merchant. 


You pay ro cents for a literary magazine, 
and marvel at its cheapness. 

Printers’ INK costs 4 cents a copy NOW. 
“It will cost 10 cents a copy 

after December 31, ‘95 

It is cheap at that price. 

A good thing is worth getting now ; 

now is the time to get it at $2 a year. “ 
Published every Wednesday. 


Write for sample copy—free. 


10 Spruce Street, New York City. 


already awakened in 
this contest as to mak 
it quite apparent thet 
the twelve who finaily 
come out ahead in th 
competition will hav 
no reason to regret that 
ability to write a good 
advertisement had beer 
acquired and put ii 
practice. 

Every day ads are re- 
ceived which indicate 
that the ability to writ 
ads and the interest in 


This advertisement was written by 
Mr. Jacob Black, of Milwaukee, Wis., 


advertising as a progressive science is 
becoming more widespread. 
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FOREIGN LANGUAGES. 


The foreign born population in the 
United States represented by news- 
papers, as given in the census of 18g, 
the number of newspapers printed in 
each foreign language, and their esti- 
mated aggregate circulation, is shown 
in the following table : 


Estimated 
Popula- Newspa- Aggregate 
tion. pers. Circulation, 

German..... ....2,784, 769 2,180,635 
French ..... - 113,174 37 66,872 
Skandinavian m8, 249 136 487,137 
Sy - 6,185 45 51,300 
‘Olish ..... - 147440 29 68,041 

> 182,580 23 36,300 
Hollandish -. 81,828 19 20,100 
Hebrew..... 12 50,525 
Welsh...... - 100,079 4 6,000 
Finnish. . 4 7,500 
Portuguese. . 15,996 4 1,500 
Slavonic* 510,625 57 68,310 
Lithuanian ; 6 2,500 
Yhinese ..... - 106,688 2 800 
Indian 1 400 
Armenian.. 1 400 
Irish 1,871,509 1 2,250 
Greek. 1,887 1 500 


Where figures of population are 
omitted they are not given in the cen- 
sus reports. The population repre- 
sented by parents of foreign birth is 
very much larger than that shown in 
above table. 


GERMAN, 


The German nation is represented 
in every State and Territory. Nearly 
one-sixth of those foreign born are in 
New York State, and one-half in the 
five States of New York, Pennsylvania, 
Ohio, Illinoisand Wisconsin. Of their 
newspapers 103 are issued daily, 21 
semi-weekly, 6 tri-weekly, 556 weekly, 
5 bi-weekly, 18 semi-monthly, 59 month- 
ly and 1 bi-monthly. 

The following is a complete list of 
all German publications, reported in 
the American Newspaper Directory for 
1895, with a circulation each issue 
of more than 2,000 copies. All the 
circulation ratings in this and the fol- 
lowing lists to which an asterisk is 
prefixed are guaranteed by the Direct- 
ory to be absolutely correct. Those 
not so marked are not guaranteed. 
Their publishers making no definite re- 
port, they appear in the Directory with 
an estimated rating expressed by letters 
indicating that they are believed to have 
the minimum circulation for which the 
letters stand. In the following lists the 
minimum figures are substituted for the 
letters ; 

Dailies. 
New York, N. Y...N. Y. Herold, *56,504 
Morgen Journal, 49,000 
N. Y. Staats-Zei- 
tung, morning, 40,000 
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New York, N. Y....N. Y. Zeitung, *35,170 
(Sunday *63,370) 

Chicago, Ill........ Abend es 20,000 

Cincinnati, O....... Taegliche Abend 


Presse, *20,000 
Philadelphia, Pa....Abend Gazette, 20,000 
Cleveland, O....... Waechter und 
Anzeiger, *19,002 
(Sunday *17,399) 
Chicago, Ill........ Freie Presse, 17,500 


(Sunday 17,500) 
L111. Staats-Zei- 
tung, 17,500 


(Sunday 20,009) 
New York, N. Y...N. Y. Tages- 
Nachrichten, 17,500 
(Sunday 20,000) 
Philadelphia, Pa....Demokrat, 17,500 
(Sunday 12,500) 
Brooklyn, N. Y....Freie Presse, *14,000 
(Sunday *8,400) 
Baltimore, Md.....Der Deutsche 
Correspondent, *11,000 
_ aukee, Wis....Germania, ss 119 
. Louis, Mo...... Amerika, 7,500 


Die Westliche Post, 7,509 
New York, N. Y....N. Y. Staats-Zei- 


tung, evening, 7,500 


Volks-Zeitung, 7,500 
Pittsburg, Pa....... Volksblatt, 7,500 
Milw a? Wis.... Abend Post, *6,792 
Buffalo, N. Y....... Demokrat, *6,000 
Chicago, Ill........4 Arbeiter-Zeitung, 4,000 

(Sunday 12,500) 
Indianapolis, Ind...Ind. T ribuene, * 4,000 
Louisville, Ky...... Anzeiger, 4,000 
Detroit, Mich......Abend- Post, 4,000 
St. P. aul, Minn.. Volkszeitung, 4,000 





St. Louis, Mo.. ...Tribuene, 4,000 
Newark, ‘N. J Freie Zeitung, 4,000 
Cincinnati, O...... Cin. Zeitung, 4,000 





Taegliche Cin. 
‘reie Presse, 4,000 
(Sunday 7,500) 
Volksblart, 4,000 
(Sunday 12,500) 
TN rer Express, 4,000 
Pittsburg, Pa....... Freiheits Freund, 4,000 
Beobachter, 4,000 
Milwaukee, Wis....Herold, 4,000 
San Francisco, Cal.Cal. Demokrat, 2,250 
(Sunday 4,000) 
Peoria, ere Demokrat, 2,250 
Baltimore, Md..... Journal, 2,250 
(Sunday 2, 
Detroit, Mich...... Mich. Volkeblatt, 
Kansas City, Mo... Post, 
* resse, 
“St. Louis, Mo...... Tageblatt, 
Omaha, Neb Tribuene, 
Newark, N. J......Deut. Zeitung, 
Buffalo, N. ¥ ...... Freie Presse, 
Volksfreund, 
Cincinnati, O......./ Anzeiger, 





Volksfreund, 
(Sunday 4,000) 
Cleveland, O....... Volksfreund, 
Philadelphia, Pa....Abend Post, 
Tageblatt, 
Volksblatt, 
Milwaukee, Wis....Der Seebote, 
Wis. Vorwaerts, 2,250 
Wheeling, W. Va...Staats Zeitung, *2,200 








Semi- W eek lies, 

St. Paul, Minn...... Volkszeitung, 17,500 
Milwaukee, Wis....Herold, 17,500 
Louisville, Ky ecocece Anzeiger, 4,000 
Detroit, Mich......Familien Blaetter, 4,000 
Milw aukee, Wis.... Der Seebote, 4,000 
La Crosse, Wis..... Belletristische 

Nord-Stern 

Blaetter, *3,000 
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Chicago, Tl........ Concordia, 2,250 
Milwaukee, Wis....Wis. Banner, 2,250 
Weeklies. 

Milwaukee, Wis....Germania, *90,191 

Der Haus und 
Bauern Freund,*85, 160 
St. Louis, Mo...... Der Herold des 


Milwaukee, Wis.... 


St. Louis, Mo...... 
New York, N. Y.. 
Columbus, Ohio.... 
Chicago, Ill........ 


New York, N. Y 


Cincinnati, Ohio.... 
Cleveland, Ohio... 
Milwaukee, Wis.... 
New York, N. Y... 


Chfeame, Fil... cscs 
Baltimore, Md 


St. Paul, Minn..... 
Cincinnati, Ohio 
Chicago, Ill.... 





Detroit, Mich...... 
Winona, Minn...... 
St. Louis, Mo...... 
New York, N. Y... 
Cincinnati, Ohio... 
Allegheny, Pa...... 
Allentown, Pa...... 
Cleveland, Ohio.... 


Milwaukee, Wis... 
Chicago, Ill........ 


Milwaukee, Wis. 
Dubuque, Iowa 





Reading, Pa........ 
Wic hita, RMBeccces 
New York, N. Y. 


Milwaukee, Wis.... 
Oak Park, Ill....... 
Baltimore, Md 
Saginaw, Mich 


San Francisco, Cal..C 
Chicago, Ill........ 


 Saeepern 
Burlington, Iowa.. 
Louisville, Ky..... 


New Orleans, La... 
Baltimore, Md.,..... 


St. Cloud, Minn.... 
St. Louis, Mo... 
New York, N. Y... 





. Die Deborah, 
.Der Beobachter, 


. Wahrheitsfreund, 


Glaubens, *31,680 
Die Abendschule, *27,500 
Deutsche Warte, *25,192 
Erholungs st u n- 


den, *22,146 
Amerika, 20,000 
.Kath. Volksblatt, 20,000 
Waisenfreund, 20,0% 
Die Rundschau, 17,5-0 
Ill. Staats-Zeitung, 17,590 
. Belletristis ches 

Journal, 17,590 
Staats-Zeitung, 17,500 
Der Christliche 

Apologete, 17,50 
-Der Christliche 

Botschafter, 17,500 
Acker und Gar- 

tenbau Zeitung, 17,500 
Am Schweizer 

Zeitung, * 15,0 
Freie Presse, 12,500 


- Kath Volkszei 


tung, 12,50 
Der Wanderer, ‘*11,909 





Chicagoer Vereins- 


Zeitung, *8 000 
Mich. Volksblatt, 7,500 
Winona, 7500 


Die Westliche Post, 
Puck 


Sonntagsbote, 

Welt-Bote, 

Waechter und 
Anzeiger, #6800 


. Nordwes. Post, *5,044 


Katholisches 


Wochenblatt, *5,700 
. Excelsior, *5.503 
-Katholischer 

Westen, *5y 022 
Adler, *5,000 


Staats Anzeiger, 4,700 
.Hessem- Darm 
staedter Zeitung,*4,601 
Amerikani sche 
Turnzeitung, 4,472 
Nach. aus Schles- 
wig-Holstein, *4,20 


-_Der Deutsc he 


* 


Correspondent, *4,100 


. Post, #4,001 


cal V olksfreund, 4,000 
Champion of Free- 

dom and Right, 4,000 
Oesterreichisch 

Ungarische 


Zeitung, 4,000 
Vorbote, 4,0¢0 
Demokrat, 4,000 

.lowa Tribuene, 4,000 
Anzeiger, 4,00 
Katholischer 

Glaubensbote, 4,0 


Deutsche Zeitung, 4,000 

Bayerisches Wo- 
(orion 4,000 

Der Nordstern, *%4,000 


-Die Laterne, *4,009 
Figaro, 4,000 
Freiheit, * 4,000 


New York, N. Y....Platt-Deut. Post, 4,000 


Vereingte-Staaten 





Orden, * 4,000 
Canton, Ohig....... Volks-Zeitung,  *4,000 
Cincinnati, Ohio. ..South-West, 4,00 
Volksblatt, 4,00 
Volksfreund, 4,000 
Wochenblatt, * 4,0 
Cleveland, Ohio....Der Sendbote, 4,000 
Columbus, Ohio....Der Westbote, 4,000 
Toledo, Ohio....... +» Rapeems, 4,000 
Philadelphia, Pa... Vereinigte Staaten 
Zeitung, 4,000 
Pittsburg, Pa....... Beobachter, 4,000 
San Antonio, Tex..Freie Presse, 4,000 
Appleton, Wis Volksfreund, 4,000 
Milwaukee, Wis....Columbia, 4,000 
New York, N. Y... Volksfreund, *3,500 
Dubuque, Iowa....Luxemburger Ga- 
zette, *3,331 
Albany, N. Y..... Sonntags Journal, *3,278 
Reading, Pa Lutherisches Kir- 
chenblatt, *3,200 


Rochester, N. Y.... Deutsche Zeitung, *2,856 
Mayville, Wis...... Dodge Co. Pionier, *2,600 


Washington, D. ¢ sonra, *2,400 

Milwaukee, Wis....Freidenker, 2,304 

Eau Claire, Wis....Der Herold, *2,304 

Little Rock, Ark.. Staats-Zeitung, *2,300 
Grand Rapids,Mich.Der Sonntags 

bote, *2,300 

Germania, *2,300 

Saginaw, Mich. Zeitung, ¥2.300 


College Point, N. Y.Lo ng Island Cen- 
tral Zeitung, 
San Francisco, Cal .Staats-Zeitung, 
Selleville, Ill....... Post und Zeitung, 
Chicago, Ill... -Deutsche Allige- 


meine Zeitung, 2,250 
Ottawa, lll... Herold, 2,25 
Elkhart, Ind.. Mennonitsche 
Rundschau, 2,250 
Indianapolis, Ind...Die Glocke, 2,250 
Spottvogel, 2.250 
Des Moines, lowa..Staats Anzeiger, 2,250 
Louisville, Ky..... Omnibts, 
Baltimore, Md. Volksfreund, 
Wecker, 
Detroit, Mich...... Der Arme Teufel, 
Die Stimme der 
Wahrheit, 2,250 
St. Louis, Mo...... Tribuene, 2,250 


Deutsche Am 
Krieger-Zeitung, 2,250 





2,250 

Lincoln, 2,250 

Omaha, 2,250 

Suffalo, N. Y.....-4 Autora, 2,250 
Die Christliche 

Woche, 2,250 


New York, N. Y...Brooklyner Jour., 2,250 


Der Freischuetz, 2,250 


Der Fuehrer, 2,250 
Der Pfaelzer in 
Amerika, 2,250 
Deut.-Am. Baeck- 
er Zeitung, 2,250 


Hessische Blaetter, 2,250 
Handels Zeitung, 2,250 
N. Y. Zeitung, 2,250 


Cincinnati, Ohio... Anzeiger, 2,250 

Kutztown, Pa...... fount, 2,250 
Penngburg, Pa..... Jer Bauern 

Freund, 2,250 

Philadelphia, Pa... Nord- Amerika, 2,250 

" Sonntags Journal, 2,250 

Pittsburg, Pa....... Freiheits Freund, 2,250 

Volksblatt, 2,250 


Yankton, S. D Freie Presse, 2,250 





Austin, Tex.... . Texas Vorwaerts, 2,250 
Galveston, Tex.....Wochenblatt, 2,250 
Appleton, Wis......Gegenwart, 2,250 


























































Fort Atkinson, Wis. Union, *2,250 
Milwaukee, Wis.... Journal und Her- 
old, 2,250 
Portland, Ore...... Nachrichten, *2,24> 
Altoona, Pa........ Deutscher Volks 
Fuehrer, *2,016 
Kansas City, Mo...Die Reform, #2,000 
Semi-™onthlies, 
St. Louis, Mo...... Der Friedensbote,*21,600 
Chicago, Ill........Schuh und Leder, 2,250 
Breda, lowa........ Ostfriesische 
Nachrichten, 2,250 
Milwaukee, Wis....Die Deutsche-Am. 
Gewerbe, 2,250 
Sh age or eon 
New York, ..Der Auswanderer, 20,000 
Philadelphia, Pa. ‘ «Carpenter, 17,500 
. Louis, Mo......Deutscher Mis- 
sions-Freund, *14,000 
Cleveland, O...... --Evangelische 
Magazin, 12,500 
Cincinnati, O....... Haus und Herd, 7,500 
New York, N. Y....Der Techniker, *5,100 
Chicago, Ill........Holzarbeiter, 4,000 


St. Louis, Mo......Deutsch-A m er- 
ikanischer Ju- 
gend Freund,  *4,000 





New York, N. Y....Daheim, 4,000 
Der Hausdoktor, 4,000 
Buffalo, N. Y..... --Der Mitarbeiter, *2,608 

Wausau, Wis.......Der Gefluegel 
Zuechter, *2,500 

Chicago, Ill....... - Brewer and Malt- 
ster, 2,250 

Metal und Eisen 
Zeitung, 2,250 

New York, N. Y....A merikanischer 
Botschafter, 2,252 


Brewers’ Journal, 2,250 
Deut. Am. Apo- 

theker Zeitung, 2,250 
Jour. of Fashion 





and Tailoring, 2,250 
Pharmaceutische 
Rundschau, 2,250 
Wilkes-Barre, Pa...Saenger-Zeitung, 2,250 
Monthly. 
Chicago, Ill.........Electro-Homeo. 
Zeitschrift, *12,934 


The above 218 newspapers show a 
combined circulation each issue of 
1,610,517, thus leaving for the other 
551 German publications a total issue 
of 570,118. 

In Canada Io papers are published 
in the German language, with a com- 
bined circulation of about 6,000. 


FRENCH. 
One-sixth of the foreign born French 

population is in New York. There 
are 11,000 in California, 9,000 in 
Pennsylvania, 8,500 in Illinois and 
8,400 in Louisiana. Of their news- 
papers 5 are issued daily, 3 semi- 
weekly, 27 weekly and 2 monthly. 
The following is a complete list of 
those accorded more than 2,000 circu- 
lation each issue : 

Dailies. 
New York, N. Y,..Courrier des Etats 


4,000 


nis, 
(Sunday, 12,500) 
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Fall River, Mass...L’ Independant, *3,500 
San Francisco, Cal..Le Franco Cali- 
fornien, 2,250 
Semi-Weekly. 
Worcester, Mass...L’Opinion Pub- 


lique, *2,172 
ee 
New York, N. Y. Courrier des Etats 
Jnis, 174500 
Fall River, Mass...L’ Independant, *4,000 
a olis, Minn..Echo de I’ Ouest, 2,250 
. Paul, Minn.. . Le Canadien, 2,250 


In Canada 72 newspapers are pub- 
lished in the French language. Their 
combined circulation is about 160,000. 
Those credited with more than 2,000 
are as follows : 


Dailies. 
Montreal, P.Q..... La Presse, *35,458 
Monde, 12,500 
Quebec, P. a eonged L’Evenement, *11,285 
Montreal, P. Q..... 7 a Patrie, 7,500 
Levis, P. Q......... Le Quotidien, #5287 
Montreal, ch SF La Minerve, 4,000 
Quebec, P. Q beveee -L’Electeur, 2,250 
Weeklies, 

Montreal, P. Q..... La Presse, *18,163 

Le Foyer Cana- 
ien, 12,500 
La Patrie, 7,500 
Le Cultivateur, 7,500 
Montreal, P. Q-. eevee Le Monde Illustre, 4,000 
Weym’th B’ge,N. S.L’ Evangeline, 2,250 
Levis, P. $ be scsoees L’Hebdomadaire, 2,250 
Montreal Q. «v0 La Minerve, 2,250 
Le Samedi, 2,250 

Quebec, P. Q....... Journal des Cam- 
pagnes, 2,250 
L’Electeur, 2,250 
St. Hyacinthe, P. Q. Le Courrier, 2,250 

ye a eee 


Montreal, P.Q.....Le Propagateur 


des Bons Livres, 2,250 
Monthly. 


Montreal, P. Q..... Le Journal d’Ag- 
riculture Illustre, 2,250 


SKANDINAVIAN, 

The largest number (215,000) of 
Skandinavians is found in Minnesota ; 
next in Illinois, Wisconsin, Iowa 
and Nebraska. Of their newspapers, 
two are issued daily, 110 weekly, 7 
semi-monthly and 17 monthly. Some 
are printed in the Swedish, some in 
the Danish and others in the Norwe- 
gian language. All those credited with 
a circulation of more than 2,000 are 
printed below : 


Dailies. 
Chicago, IIl........ Skandinaven, 7,500 
Minneapolis, Minn. Daglig Tidende, 2,250 
Weeklies. 


nets osten 

g Ad Vernen, *35,745 
Minneapolis, Minn. Svenska Amer- 
ikanska Posten, *32,300 


Deeorah, Iowa..... 


Chicago, Ill........ Humoristen, *20,000 
Svenska A mer- 

ikanaren, 20,000 
Svenska Tribun- 

en, 20,000 

















Chicago, Ill........ 
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one-sixth in Louisiana and one-sixth in 
Texas. Of-their newspapers, 2 are 
issued dail¥, 1 tri-weekly, I semi- 
weekly, 29 weekly, 1 semi-monthly and 
11 monthly. The following is a list 
of all accorded a circulation of more 
than 2,000: 
Semi-Monthly, 
New York, N. Y...E] Progreso, 2,250 
Monthiles, 
St. Louis, Mo......Spanish American 
Trade Journal, 7,500 
New York, N. Y...El Comercio, 5,000 
Gaceta Medico 
Farmaceutica, 4,000 
Revista Popular, 4,000 
El Comprador His- 
pano-A mericano,*3,600 
La Revisto Medico- 


Quirurgica, *3,200 
Chicago, IIll........ La Ilustracion 
Norte Am., 2,250 


SCLAVONIC. 

Russia, Hungary, Bohemia and [o- 
land make up the Sclavonic population, 
represented by the 7 daily, 1 tri-week- 
ly, 3 semi-weekly, 44 weekly, 1 semi- 
monthly and 1 monthly newspapers. 
The largest number of citizens from 
these nationalities are in Illinois. Ne- 
braska, Wisconsin, Iowa, Minnesota, 
Michigan and Pennsylvania come next 
in order. Some of their newspapers 
are printed in the language of Bohe- 
mia, others in that of Hungary, and 
others in that of Poland. The follow- 
ing is a complete list of those believed 
to print as many as 2,000 each issue : 


Dailies. 
Chicago, Ill........ Denni Hlasatel, *6,c00 
D ziennik Chi- 
cagoski, #5841 
Svornost, * 4,500 


(Sunday *7,600) 
New York, N. ¥...New Yorkske 
Listy, *4,135 
(Sunday *5,625) 
Milwaukee, Wis....Kuryer Polski, 2,250 
Tri- Weekly. 


Hemlandet, 12,500 
Missi ons-Wan- 
nen, 12,500 
Svenska Kuriren, 12,500 
Rock Island, Ill.... Augustana. 12,500 
Minneapolis, Minn.Svenska Folkets 
Tidning, 12,500 
Chicago, Ill........ Bladet, *11,500 
Minneapolis, Minn. Veckoblad, *9,000 
Omaha, Neb........Svenska Journal- 
en, *8,624 
Chicago, Ill........ “72 Wecko 
‘osten, 7,500 
Sandebudet, #7,500 
Skandinaven, 7,502 
Minneapolis, Minn. Daglig Tidende, *7,500 
Normanna, 7,500 
Vart Hem, *7,500 
St. Paul, Minn...... Nordvesten, 7,500 
Skaffaren, 7500 
Omaha, Neb........ Den Danske Pio- 
neer 7,500 
Worcester, Mass... .Skandinavia, *6,221 
Chicago, IIll........ Folke-Vennen, *5,201 
Brooklyn, N. Y.....Nordiske Blade, *%4,400 
Minneapolis, Minn. Folkebladet, * 4,088 
Chicago, Ill........ Amerika, 4,000 
Den Christelige 
Talsmand, 4,000 
Fosterlandet, 4,000 
Norden, 4,000 
Minneapolis, Minn.Skandinavisk 
Farmer Jour'l, 4,000 
Ugebladet, 4,000 
St. Paul, Minn...... Folkets Nyheter, 4,009 
New Y ork, N. Y....Nordstjernan, 4,000 
Grand Forks, N. D. Normanden, *4,000 
Eau Claire, wae, Ag *3,900 
Chicago, Ill........ Figar *3,8co 
Minneapolis, Minn. Missions Bladet, *3,500 
Denver, Colo....... Svenska Korres- 
ndenten, *2,856 
San Francisco, Cal..Vestkusten, *2,500 
Duluth, Minn...... Scandia, *2,500 
Cedar Falls, Iowa. . Dannevirke, 2,325 
Chicago, ieee Evangelisten, 2,250 
Des N oines, la.....Svithiod, 2,250 
Boston, Mass....... Oesterns Wecko- 
blad, 2,250 
Ishpeming, Mich...Superior-Posten, 2,250 
Duluth, Minn. .Svenska Tribun, 2,250 
Omaha, .Svenska Posten, 2,250 
iaqetows, N. Y...Vart Land, 2,250 
McKeesport, Pa....Svenska Vecko- 
bladet, *2,250 
Sioux Falls, S. D...S i d Dakota 
kke 2,250 
Neenah, Wis...... -» Danskeren, 2,250 
Stoughton, Wis.....Normannen, 2,250 
Minneapolis, Minn. Vagbrytaren, #2,000 
Semi-Monthliies. 
Minneapolis, Minn. Skoerdemannen, *7,500 
Story City, la...... — og Hjem- 
4,000 
Minneapolis, Minn.11 — treret Fa- 
milie Journal, 2,250 
Monthites. 
Cedar Rapids, Ia...K vinden og 
Hjemmet, *15,270 
Chicago, Ill........ Swedish-A meri- 
can Review, 2,250 
Minneapolis, Minn. Brud-Kronan, 2,250 
Svenska Familj 
Journal, 2,250 
SPANISH. 
One-fourth of the foreign born 


Spanish population is in New York, 





Pittsburg, P»....... Amerikansko Slo- 

venske Noviny, *7,850 
Weeklies, 

Chicago, Ill........ Amerikan, *18,000 

Pittsburg, Pa....... Gazeta Pittsburg: | 
ska, *10,000 
Chicago, Ill........ Wiara I Ojezyzna, $95 000 
Toledo, Ohio....... Ameryka, *8 600 
Chicago, Ill........ Zgoda, 7,500 
Racine, Wis........ Slavie, *7,500 
Baltimgre, Md...... Polonia, 4,000 
Chicago, ec coh , Gazeta Polska, 4,020 
Detroit, *Mich. .. Niedziela, *2,300 
Chicago, Ill........ Snaha, 2,250 
Gazeta Katolicka, 2,250 
La Grange, Texas. .Svoboda, 2,250 
Milwaukee, Wis....Domacnost, 2,250 
St Louis, Mo...... Hlas, 2,250 

Monthly. 

New York, N. Y...Sokol Americky, *3,500 
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ITALIAN, 

More than one-third of the foreign 
born Italian population is in New 
York. Then follow Pennsylvania, Cal- 
ifornia, New Jersey and Massachu- 
setts. They have 4 daily, 2 semi- 
weekly and 17 weekly newspapers. 
The following is a list of all believed 
to have a circulation of as much as 
2,000 : 

Pallies, 

San Francisco, Cal.La Voce del Pop- 





olo, *4,000 
New York, N. Y...I1 Progresso Italo- 
Americano, 2,250 
Weeklies. 
Chicago, Ill........ L’ Italia, 12,500 
Philadelphia, Pa...I1 Vesuvio, 4,020 
New York, N. Y...Revista Italo- 
Americana, 2,250 


HOLLANDISH. 

Michigan has nearly one-third of the 
foreign born Holland population. The 
next largest number is in Illinois and 
then in New York, Iowa and New Jer- 
sey. Their newspapers are issued : 
I tri-weekly, 1 semi-weekly, 15 week- 
ly, I semi-monthly and 1 monthly. 
The following is a list of all believed 
to issue as many as 2,000 copies: 


Semi-Weekly. 
Grand Rapids,Mich. De Standaard, 2,250 
Weeklies. 
Green Bay, Wis....Onze Standaard, *2,400 
GrandRapids,Mich.Een Stem des 
olks, *2,250 
Holland, Mich......De Grondwet, 2,250 


HEBREW. 

Of the 12 Hebrew papers 2 are is- 
sued daily, 9 weekly and 1 monthly. 
Those believed to print more than 
2,000 copies are as follows : 


Dailies. 
New York, N. Y....Jewish Daily 
ews, *11,375 
Chicago, Ill........ Jewish Cour’sr, 2,250 
Weeklies. 





New York, N. Y.... Jewish Gazette, *18.650 

Chicago, Ill... ewish Courier, *6,500 
New York, N. ie Arbeiter Zei- 

tung, 4,000 

ee: Recorder, 2,250 

ewish Times, 2,250 


WELSH. 

Pennsylvania has the greatest num- 
ber of Welsh foreign born. The next 
largest number is in Ohio, and then in 
New York, Wisconsin and Illinois. The 
Welsh, have I newspaper a 
monthly and 1 weekly, viz. 

Weekly. 


Utica, N. Y...... .-¥ Drych, 4,000 
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FINNISH. 

The 4 newspapers in the Finnish lan- 
guage are all published weekly. Two 
are given a circulation of 2,000 and 
over, as follows: 


Cae, Mich..... American Untiset, *4,000 
» £ Mills, Minn..Unsi Kotimaa, *2,000 


PORTUGUESE, 

The 4 papers in this language are 
all issued weekly. No one of them 
is credited with as much as 800 circu- 
lation. 


LITHUANIAN, 

The Lithuanian language is now 
used by a small fraction of the people 
in Russia, Prussia and Poland. The 
6 papers are all issued weekly——no one 
having a circulation of 1,000 copies. 
The leading paper is perhaps the 
Lietuva of Chicago, Il. 


CHINESE, 
The Chinese have 2 weekly papers 
printed in their own language, viz.: 
San Francisco, Cal..Am. and Clinese 


Com’! News, 400 
Oriental Chinese 
Newspaper, 400 
INDIAN. 


There is one weekly newspaper now 
published in any Indian language, viz. : 
Tahlequah,Ind.Ter.Cherokee Advocate, 400 

It is in the Cherokee dialect. 


ARMENIAN. 

There are about 6,000 Armenians in 
the United States, mostly on the At- 
lantic Coast in the mills of Lawrence, 
Lowell and Manchester. Their only 
newspaper is a monthly : 


New York, N. Y...Haik, 400 
IRISH. 

The Irish have one newspaper, 

monthly, printed in English and 


Gaelic, viz.: 


Brooklyn, N. Y....Gael, 2,259 


GREEK. 
The only newspaper in Greek is : 
New York, N. Y...Atlantis. 


ICELANDIC. 

There are 4 newspapers in this lan- 
guage—3 weekly, 1 monthly—all pub- 
lished in Winnipeg, Manitoba. Two 
are given a circulation of over 2,000, 
viz.: 


Weekly. 

Winnipeg, Man..... Heimskringla, *2,360 
Monthly. 

Winnipeg, Man..... Oldin, *2,500 
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™ Cincinnati 
Commercial 
Gazette 


goes into more homes in the Ohio Valley 
than any other morning newspaper pub- 
lished in Cincinnati. It is read by 
thousands of families who receive no 
other newspaper. 

The local merchants of Cincinnati 
regard it as the 


FAVORITE FAMILY PAPER 
OF SOUTHERN OHIO 


and the best advertising medium for 
trade in family supplies. If you want 
the household trade of this section use 
its advertising columns. 

Sample copies, advertising rates or other information on request. 


J. E. VAN DOREN SPECIAL AGENCY, 
PUBLISHERS’ DIRECT REPRESENTATIVES, 


Tribune Building, New York. 1320 Masonic Temple, Chicago. 
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THEIR ADVERTISEMENTS DE- 
CLINED. 


THE MAKERS OF CHEVERET, A NEW 
ARTICLE WHICH HAS BEEN ADVER- 
TISED TO THE EXTENT OF $40,000 
IN TWO MONTHS, RUN UP AGAINST 
A SNAG—ITS RIVAL, FIBRE CHAMOIS, 
HAS BOUND MANY IMPORTANT ME- 
DIUMS NOT TO ACCEPT COMPETING 
ADVERTISEMENTS—MR. INGRAM, THE 
HEAD OF THE CHEVERET COMPANY, 
PROPOSES TO MAKE IT LIVELY FOR 
SUCH PAPERS—SUIT FOR $10,000 IN- 
STITUTED AGAINST ‘‘ VOGUE.”’ 


The spectacle of a newspaper refus- 
ing the patronage of a concern manu- 
facturing a high-class article and pre- 
pared to pay ready cash, is not of com- 
mon occurrence, Once in a while our 
autocratic friend of the Ladies’ Home 
Journal returns one’s order with the 
polite explanation that, while few things 
on this earth would gratify him more 
than to publish this particular adver- 
tisement still the demands upon his 
space are such that he will be com- 
pelled to hold it over a month or two 
before he can find a vacant corner for 
it. And the Youth's Companion now 
and then returns your advertisement 
with a note to the effect that you have 
overstepped some one of their sacred 
rules but that, if you will rewrite your 
advertisement, and omit this or that 
point, it may be whipped into shape 
so that they can accept it at their regu- 
lar rates. However, most papers do 
not look down upon the advertiser 
from a $5 per line standpoint and are 
only too hungry for what may come 
their way. Under such circumstances 
being compelled to refuse desirable 
ads must be quite as annoying to the 
publisher as to the advertiser. 

Fibre Chamois is a dress interlining. 
It is the product of a paper mill and 
has the appearance of ordinary wood 
pulp treated according to some special 
process. It is a capital lining, and 
very popular with ladies who wish to 

ive their dresses that broad sweep 
. sehen by modern fashion. The 
usual retail price is 35 cents per yard, 
which is popularly reported to allow an 
enormous per cent of profit. However 
this may Fe, there is certainly large 
enough margin to allow them to have 
spent something like a quarter of a 
million in advertising and increase 
tremendously in prosperity. Naturally 





Wat 





there have been others who have wit- 
nessed this success and entered into 
competition with them. Among them 
has been the newly organized Ingram 
Interlining Company, whose president 
is the sales manager of two well-known 
paper mills. 

This concern started out with the 
idea of advertising extensively, but 
found that many desirable mediums 
had bound themselves to Fibre Cham- 
ois not to accept the ads of any com- 
peting article. The situation has been 
brought to'a focus in the case of 
Vogue. This paper sent a solicitor to 
Mr. Ingram and informed him that 
they would publish the advertisement 
of Cheveret in the space of one page 
for $100. He accepted the offer and 
sent them the copy. It was then dis- 
covered in the Vogue office that in a 
previous centract with Fibre Chamois 
there was a clause prohibiting the 
publishing of an ad of such an article 
as Cheveret. Very reluctantly the 
order was sent back, with this explan- 
ation. Mr. Ingram, having had sev- 
eral such experiences before, deter- 
mined to make this a test case, and 
consulted one of the most celebrated 
lawyers of New York. Damages for 
being left out of this issue of Vogue 
were fixed at $10,000, and suit has 
been so brought. 

It was also the opinion of counsel 
that the paper refusing the advertise- 
ment of a reputable article forfeited 
its right to be carried in the mails as 
second-class matter. In the applica- 
tion blank, which new publishers are 
required to sign, is this question: 
**Can any house in good standing ad- 
vertise in your publication at the regu- 
lar published rates?” 

A representative of PRINTERS’ INK 
called upon Mr. Ingram at his offices 
in the Potter Building and asked if 
the report was true that he was about 
to ‘‘ break” Vogue for refusing his ad- 
vertisements. 

‘*No; my suit is entirely a friendly 
one, so far as Vogue is concerned. I 
have no wish to injure any paper that 
has thoughtlessly signed a contract not 
to accept the advertisement of certain 
articles. But I do wish to point out to 
publishers that, in committing them- 
selves to such a course, they may have 
future cause for regret.’’ 

‘*Have you obtained a ruling from 
the post-office on the point of whether 
Vogue has forfeited its right to be car- 
ried in the mails as second-class mat 











PRINTERS’ INK. 29 


ter, because it refuses the ‘advertise- 
ments of a house in good standing?’ ” 

‘* Well, I called upon the Assistant 
Postmaster of New York, Mr. Gayler, 
and had a very courteous hearing. He 
didn’t give me much satisfaction 
though, and advised me to inquire of 
the Third Assistant Postmaster-Gen- 
eral at Washington.”’ 

**Couldn’t he say positively whether 
Vogue had infringed the second-class 
mail law ?”’ 

‘*No, he said that in the case of a 
trade paper refusing the advertisement 
of a house in good standing it would be 
pretty certain to exclude it, but whether 
that would apply to a literary weekly 
or monthly magazine was another 
matter and would require some re- 
search.”’ 

‘* How about the Dry Goods Econo- 
mist? There is the case of a leading 
trade paper which it is currently re- 
ported agrees to take hold of a certain 
article (for a fixed sum per annum) and 
boom it industriously and exclude all 
competing advertisements from its 
columns,”’ 

‘Well, that very case has come up. 
The Dry Goods Economist has refused 
my advertisement and according to 
Mr. Gayler it is in jeopardy of losing 
its standing as a legitimate newspaper. 
I have instructed my agent, Mr. 
Haulenbeek, to offer the advertisement 
again, and if it is again refused we 
shall consider what proceedings to take 
against them.” 

‘*Have you won any of these cases 
so far?” 

“The Broadway Cable Road—Ex- 
Mayor Grant’s road, you know—was 
about to refuse my card on the ground 
of a previous contract with Fibre 
Chamois, but the Cheveret cards are 
in all their cars to-day. There is one 
point I wish you would make plain, 
and that is, I have no desire to prose- 
cute any paper unless I really wish to 
advertise in it. Whatever contracts 
the Police Gazette may have with its 
advertisers does not interest me, for I 
do not believe it a suitable medium for 
my article. But if any paper declines 
my advertisement when I believe the 
use of its columns would prove profit- 
able to me, I mean in that case to test 
the law to its fullest extent. One 
point that Mr. Gayler made plain to 
me was that if a paper charged me 50 
cents per line for advertising, whereas 
it accepted Fibre Chamois at 30 cents, 
that would be an evasion of the law. 


To charge a prohibitive price for ad- 
vertising would be only a subterfuge, 
and would Ke considered an infraction 
of the law.” 

** Do you intend to advertise Chev- 
eret extensively ?” 

‘** Well, I have spent $40,000 so far ; 
I don’t know whether you consider 
that extensive or not, but I am going 
to keep right up along this line. And 
whatever you write up about this mat 
ter, I hope you will make it plain that 
I intend to make a determined fight on 
this question of whether a newspaper 
(which has governmental privileges 
granted to it as a public carrier) has a 
right to refuse a reputable advertise- 
ment. The case will not be allowed 
to drop until there has been a legal 
decision.” 


‘ahnatenattitiaciidiets 
ATTITUDE OF THE POST-OFFICE 
DEPARTMENT. 

Wasuincrton, D. C., Oct. 7, 1895. 

As this case involved a very impor- 
tant question, namely, the right of any 
publication to refuse advertisements of 
competing goods, and still claim the 
pound rate of postage, or second-class 
mail privileges, it was brought to the 
attention of the Post-Office Depart- 
ment by the Associated Trade and In- 
dustrial Press, and a decision re- 
quested. 

In the form of application, which 
contains a number of questions to be 
answered by every publisher asking 
for the pound rate, the following ques- 
tion appears : 

‘*Can any house in good standing 
advertise in your publication at the 
regular published rates ?” 

This question must be answered in 
the affirmative before the -application 
is accepted, and if it is answered in the 
negative of course the application is 
refused, 

On Saturday, October 5th, a reporter 
from the Associated Trade and Indus- 
trial Press called at the office of Mr 
Frank H. Jones, First Assistant Post- 
master-General, stated the above-men- 
tioned case to him, and asked for an 
immediate decision in regard to the 
matter, ‘* You people seem to think 
we must drop everything and attend to 
this matter,” said Mr. Jones. ‘Oh, 
no,” politely replied the reporter, 
“that is not our intention, but the 
matter is urgent, and just to save you 
the trouble of ‘dropping everything,’ 
we ask for an expression from the de- 
partment in this matter.” 
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‘* Well, suppose you see Mr. Kerr 
Craige, the Third Assistant Postmaster- 
General, as this matter comes under 
his supervision, anyhow, and he will, 
no doubt, render a decision at once,” 
replied the gentleman. 

Thanking Mr. Jones for the infor- 
mation given, the reporter went to Mr. 
Craige and repeated the request. After 
considering the matter, Mr. Craige 
said: ‘Should the discrimination 
against competing advertisers reach 
such a point as, in the judgment of the 
department, would render a publication 
an advertising sheet, then it would be- 
come its duty to cancel the certificate 
of entry and deny its future admission 
to the mails at the pound rate of post- 
age.” 

In this connection Mr.Craige showed 
the following letter to the reporter, and 
stated the position taken by the Depart- 
ment at the time this letter was written 
still governs the practice of this office. 
This letter is in reply to an inquiry 
from J. W. White, President of the S. 
S. White Dental Manufacturing Com- 
pany, Philadelphia, Pa., on the same 
grounds as is covered by the Haulen- 
beek controversy, and is as follows : 


Post-Orrice DEPARTMENT. 
Office of the Postmaster-General, » 
Wasuincron, D. C., Juiy 8, 1890. ) 


Mr. J. W. White, Prest. S. S. White Dental 
Mfg. Co., Philadelphia, Pa.: 


Srr—Your letter of the 28th ult. has been 
received. In reply, I beg leave to say that 
ordinarily this Department does not claim 
any jurisdiction over the business of news- 
paper or periodical publishers, so far as con- 
cerns their acceptance or rejection of adver- 
tisements offered them for publication. The 
official interrogatory contained in the blank 
form of application for the entry of news- 
papers and periodicals to the privileges of 
second-class matter, and which publishers. 
when asking for such privileges, are require 
to answer—involving the right of pie wer 4 
in good standing to advertise in the publica- 
tion at the usual rates does not, I think, 
necessarily imply any absolute governmental 
control over that matter; it is merely in- 
tended in connection with the other inter- 
rogatories in the application, to secure in 
every case exact information as to the nature 
of the publication presented, and thus to 
enable ke Department to intelligently decide 
whether such publication conforms to all the 
conditions prescribed by law relative to the 
admission into the mails of second-class 
matter. But, although disclaiming any right 
to interfere generally with a publisher's busi- 
ness in this respect, I have no hesitation in 
saying that there may be cases wherein the 
exclusion of advertisements by publishers 
would seem to require Departmental action. 
For example, if the publisher of a trade 
journal admitted to the mails as second-class 
matter, who had prior to its entry answered 
affirmatively the De artment’s usual inter- 
rogatory as to the right of any house in good 





standing to advertise in the journal, was 
subsequently found, without good reason, to 
be habitually excluding the advertisements 
of houses coming into competition with his 
own house or the house of some combination 
of which he might be a member or represent- 
ative, I think it would be a fair presumption 
that the journal was published primarily for 
advertising purposes—that is to say to ad- 
vance the trade interests of the publisher or 
the combination; and if this were found 
upon inquiry to be so, the Department, 
under the law, would be bound to deny the 
publisher any further enjoyment of the 
privileges of second-class matter. 

This illustration will perhaps give you a 
clear idea of the Department’s position con- 
cerning the question you submit. 

Yours very respectfully, etc., 

(Signed) Jno. WANAMAKER, 

Postmaster-General. 

Following up this matter, Mr. Fount- 
ain, Chief of the Division of Classifi- 
cation, of the Post-Office Department, 
was seen, and in response to a request 
for his opinion in regard to such a 
contingency as has arisen, said : 

“Jt is a question in my mind 
whether this subject is a matter for 
Departmental action or for action by 
the courts. It would seem to be a 
hardship upon publishers to have the 
Depa:tment undertake to say you shall 
accept this advertisement, and exclude 
that, and so on, but, at the same time, 
in order to get the privilege of second- 
class mail rates, for the benefit of the 
public, a concession is made to publi- 
cations of this class, and as the public 
is taxed to make up the deficiency, 
they should be entitled to equal rights 
in advertising in such publications. 
The Department can only make a gen- 
eral rule until some specific compiaint 
is made. We have received several 
inquiries such as the one you make, 
and to all and each the Department 
will send a copy of Mr. Wanamaker’s 
letter, as defining the position taken 
by the government in such matters.’’ 

The postal regulations, in paragraph 
4, Section 277, set forth the follow- 
ing provision, bearing on the question: 

“*Tt (the publication) must be orig- 
inated and published for the dissemi- 
nation of information of a public char- 
acter, or devoted to literature, the sci- 
ences, arts, or some special industry, 
and having a legitimate list of sub- 
scribers: Provided, however, that 
nothing herein contained shall be so 
construed as to admit to the second- 
class rate regular publications, de- 
signed primarily for advertising pur- 
poses, or for free circulation, or for 
circulation at nominal rates.” 

As this provision, through ignorance 
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or otherwise, 
rious publications, it is suggested that 


is being violated by va- 


Mr. Haulenbeek, or some other suf- 
ferer from this cause, make a formal 
complaint to the Post- Office Depart- 
ment, covering some specific case, and 
forwarding copies of the paper or mag- 
azine which refused such advertise- 
ments. Then the Department would 
be in a position to make a ruling on a 
special case that would be more ‘cllect- 
ive than a general decision, such as is 
given above. 
ae 


STATE CO- OPERATIVE LISTS. 





An advertiser who uses the ordinary 
co-operative lists of newspapers, can- 
not, if he so desires, cover only a single 
State. This state of affairs does not 
exist in Missouri. In that State the 
Columbia Herald issues a series of ready 
prints for Missouri newspapers only, 
which is said to have attained a circu- 
lation exceeding fifty thousand copies, 
and to be supplied to about one hundred 
of the weeklies published in the State. 
It differs from the other co-operative 
lists in that the ready-print matter is 
largely of a character relating to Mis- 











souri affairs, political and otherwise, 
so that when the rural editor adds his 
town locals, the paper appears to be 
entirely home print. It is, in fact, en- 
tirely a local paper, far better than the 
local journalist could make if left to 
his own devices. A map is given here- 
with, showing the localities in which 
the ‘‘Columbia Herald auxiliaries” have 
penetrated. The projectors of the sys- 
tem, encouraged by their success, con- 
template its extension to other States, 
each State having its own editorial 
staff. It will be undoubtedly welcomed 
verywhere by advertisers as a step 
ahead in co-operative advertising. 
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KEYING ADS. 


Much ingenuity has been exercised in de- 
vising a system of keying ads so as to give 
the advertiser a certain method of arriving at 
the results from the mediums he uses. 

In my experience I have tried various plans, 
but none of them were perfect, and the best 
I ever could do was to get about half of those 
who answered the ads to use the key. I have 
tried giving a different post-office box to each 
paper, or a different street number, but a 
good many people never stop for such little 
details. Tey are writing, presumably, toa 
well-known firm, and feel sure that the letter 
will be delivered by the post-office, whether 
box number or street address is given or not. 

The plan of asking them to “name this 
paper,’ or ask for catalogue “ A,” “ B” or 
“Cc, frequently fails of its object, and the 
advertiser is left to guess where he found a 
large percentage of his correspondents. 

As all experienced advertisers know that 
an inquiry from California may come from a 
reader of a New York paper, or vice versa, 
the devising of a plan of keying ads that will 
work every time is something that is well 
worth knowing. 

This plan about which I am going to tell is 
not mine, and I do not think the originator af 
it has ever given it away. I fell on to it by 
mere accident. 

happened into a newspaper office, and, 


while talking to the manager, idly picked up 
an electro and looked at it. I noticed the 
address, and concluded that I might want to 


remember it, and made a mentai note of it. 

A few days later, in another office, I found 
a similar electro, with the same address, but 
another set of initials to the firm name. Not 
long after this I found the ad running quite 
generally in a certain class of papers, but no 
two of them gave the same initials to ‘the firm 
name. 

I was convinced that those changed initials 
were the key to the ad which told that the ad 

was seen in a certain paper, and thought it a 
pretty good plan, but one that was rather 
complicated. All at once it occurred to me 
that the initials were those of the paper in 
which the ad was printed, and upon looking 
over my files I found that it was so of every 
one I could find, and I saw how nicely it 
could be worked. 

If the ad appears in Farm and Fireside it 
could be signed “F. F. Smith”; if in the 
Prairie Farmer it would be “ P. F. Smith,” 
or if in the American Agriculturist, the 
signature would be “ A. A. Smith,” and so 
on indefinitely. 

In case of two papers of the same initials 
a variation could be given very easily, as, for 
instance, to distinguish between the Prairte 
Farmer and the Practical Farmer, one 
could be, say, ** P. F. Smith,” forthe Prairie 
Farmer,” and “P. F. P. Smith” for the 
Practical Farmer, Philadelphia. 

With this method of keying, it seems to me 
that every one who answers the ad will give 
a clue to the paper he saw it in, and furnish 
just the sort of information that every ad- 
vertiser wants MILLER Purvis. 

Springfeld, Ohio. 

> 
WHI RE TO FIND SUGGESTIONS, 


The retail merchant should be an inde- 
fatigable reader of the advertisements in the 
newspaper and trade press. He will find 
many suggestions that he can use in his own 
trade inducers.—Stoves and Hardware Re- 
porter. 
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INEXPERIENCE 





in the advertising field will waste much of his seed 
and will not always sow.the right sort. 

We know every paper in America—know just 
what it is worth—just what is its lowest rate. 

We advise our clients where to sow—we see that 
the sowing is done properly and we watch the field 
constantly. 

The best advertisement writers and artists work 
for us. Wecan get up better ads than you ever 
had before and place them to better advantage. 

Write to us about it. 


THE GEO. P. ROWELL ADVERTISING CO., 10 Spruce St., N. Y. 
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Charles Austin Bates, 


1413, 1414, 1415 Vanderbilt B’ld’g, N. Y. 
Plans, Advice, Writing and IMustrating for Advertisers. 


I want to increase my acquaintance among the best 
advertisers. I want more good business men to know 
what I can do for them in the way of giving advice and 
preparing copy. That is the reason I am going to make 
several special propositions. I will not agree to hold 
these offers open after November Ist. 


To Medical Advertisers— 


Send me $700 and I will write 
and illustrate for you six advertisements 
better than any you have ever had before. 
When the ads have been submitted to you 
and have your approval, I will have metal 
base electrotypes made and sent to you. I 
will also answer any questions you have to 
ask, and give you all the advice and criticism 
that I think will be a benefit to you. The 
more data you send, the better service I shall 
be able to render 


To Trade Paper Advertisers— 


Send me $s0 and I will write a 
series of 12 advertisements for you. I will 
also answer any questions you want to ask, 
criticise your previous advertising and print- 
ed matter, poe give you the benefit of what I 

ave learned from a great many bright ad- 

vertisers in similar lines. As this price is 
about % what I sometimes have to charge for 
trade paper ads, I reserve the right to de- 
cline any order that may come to me, 


To Retailers— 

On receipt of $20 I will send 
you 13 ads, with an attractive illustration for 
each ad (stock illustrations, of course). This 
will be enough to give you a fresh ad every 
week for 3 months. It will be enough to 
enable you to form an opinion of the value of 
my work in your particular business. If, 
with your order, you send me some of your 
old ads, and tell me what you have been do- 
ing and what your difficulties have been, I 
will advise you, giving you the benefit of 
what I know about advertising, and what I 
have been able to find out from other good 
business men in your line. For such a letter 
of advice my usual charge is $10, so that 
you will see | am giving you,g$30 worth of 
service for $20. 





a — 
a 
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NOTES. 


Tue current Midland Monthly has an in- 
teresting article on the development of the 
Associated Press. 

H. D. LaCosts, 38 Park Row, has re- 
cently taken a special agency for the Bur- 
lington Free Press. 

Mitter Purvis, late of Farm News, 
Springfield, O., has been appointed editor of 
the Lllinois edition of Farm and Fireside. 

F. W. Keiiocc, advertising manager of 
the Cleveland Press, has been made general 
advertising manager of the Scripps-McRae 
papers. 

In issue of Oct. g it is stated that prize ad 
was published in PArllips Phonograph, of 
Farmington, Me. It should have said of 
Phillips, Me. 

Tue October number of the Review of 
Review: contains an article by Geo. P. Mor- 
tis on Religious Journals and Journalism, 
with portraits of all the “‘ leading lights.” 


Mr. W. E. Scort, the s special agent, 
ports that in September last he ieeted 
more business to his paper than for any 
month betote. What he is:trying to do now 
is to beat even his record for Totaker. 


~ In the window of a gentlemen's furnishing 
gtore in Cortland st., attached to a fine-look- 
ing shirt which is marked 75 cents, may be 
seen this announcement: ‘‘ We have taken 
Bi, starch out of the price, but left it in the 
rts.” 


‘A GENTS’ FURNISHING house in Boston has 
this to say on the envelopes in which it in- 
small purchases : “ Ovr ambition is 

0 d our so that every pur- 
eros shall be pleased. We are not doing 
siness for this year only, nor for the next. 
We want your trade continuously. Our 
Biting. are made and sold with this thought 

mind 








5, RECMERC AL. NALUE UF OF AN EVEN 


* Don't gtow angry at your employees. If 
GP do rroag rat f them in an explanatory 
Way of their edisings : then watch the 
result. It works like achirm. A kind word 
fan produce a menae for the better quicker 
than areprimand. The one leaves a desire 
reso better, the other a sting; both are 

peg Choose the wiser plan—sind 
It don’t do harm to have cccasional 
tks with your people. You have no idea 
what bright thoughts some of your people 
ve. You can often learn something from 
them. All they need is a little encourage- 
ment to éxpress themselves. It is best to 
have your people like you. You can get bet- 
ter results from them, and, besides, it is a 
_ advertisement. It spresds like wild- 
re.—Key tone. 





Let yout ads be characterized 
fs t good-sized— 
' well revised— 
And you'll: be glad you advertised. 
; —_+o+ —__ 
Classified Advertisements. 


‘i ta a i or pore 


Peers meen 


.O PURCHASE—A ood ay, uowe- 

‘I pee plant. BM Srepine ,cat 2a, Shen. 

andoah. se 

W ISCONSIN AGRICULTURIST, Racine, Wis. 
Advertisements at 20 cents a line for 25,000 

circulation, guaranteed. 


| haat may an ED traveling salesman wants first- 
4 class line on commission. Good references. 
Address 519 Putnam Ave., Brooklyn. 
CCOMPLISHED editor wishes par rmanent con- 
nection with — yf et Salary no = 
ject ae Sees Ad SAPITAL,” care Pri 





y J ANTED -To buy ne sion? Bah in town of 5,000 

to 15,000 porn part - r Say and 
Foti. , Address, with oa R., 
Printers’ Ink. 


\ TANTED—Newsparer work of any kind ; age 

ears’ experie’ NCE 5, Re ublican ; su- 

or *roferenocs. Address ABILITY,” care 

ters’ Ink. 

j [Aa ve trained man, position with a 

iable house as writer of ‘advertisements. 

Would ac accept nominal amar while on trial. 
dress “ M. P.,” care Printers’ 

M ANAGING editor | ay daily would like 

to make Eastern e torial 


writer, te ph or city tor. Is practical, ex- 
pestenped; l-around nore Tr man, capable of 
Sting ony. Bes position satisfactorily. refer- 
“ PACIFIC,” care Printers’ Ink. 





NEWSPAPER | INSURANCE. 


NHE YANK, Boston, Mass., wards off business 
death. 100,000 monthly. 





PAPER. 


M. gf + gpa & CO. furvish the paper or 

: = : [—— We a ae consereone a 
ence with reliable houses regar ro 
kinds, 45 Beekman St., New Yor x eg 


SPECIAL WR: WRITING. 


€é TD. COPY” makes mon: ow 

4 ers that have —. t nelpe ire’ oo ew and 
ais. Polftics to suit. 3 way down. Write 
for booklet, ete. G. T. HAMMOND, Newport, R. I. 


BILLPOSTING AND DISTRIBUTING. 
P Pears distributor of advertising matter, 
* 730 9th 8t., N. E., Washington, D.C 


( VIRCU yy samples ‘aad all kinds of advertis- 

ing matter distributed at reasonable prices. 
0. G. DORNER, 85 Marion St., “i oO. 
pana ss —— 











PRESS CLIPPINGS. 


GS QUTHERN CLIPPING BUREAU, Atlents, Ga. 
Press clippings for trade Jou rnals and adv'rs. 


7s CHICAGO PRESS (CLIPPING “DUREAD, 
36 La Salle St., Chi 


Patrons all satisfied. y i help aon our 
business. Write. N. Y. Office, nag Bidg. 





+o 
MERCANTILE LAW. 
‘NAVANAGH & THOMAS, Omaha raska, 


lawyers and be usters. Collections ot job 
bers handled anywhere in lowa or Nebraska 
with success ; 2,000 of the leading Fastern job- 

rs examine our reporte every week. Are rec 
ommended by all credit men as the best «ystem 
of watching their trade. Write us. Reference, 
W. & J. Sloan, New York City. 





ADVERTISING AGENCIES. 


STANLEY DAY, New Market, N. J. Apvertis- 
ER's GUIDE, 25c. a a year. § Samp! pens ik 


NY compacts advertisin  stvertning 
A antee the a Ae wins WiscowsiN 
AGRICULTURIST, Racine ¥ Wis, to be 25,000, 


1¥ ou wish. to advertise an Bn pobere 
¥ ROWELL 
» Spruce St., New York. 


time, write to the 
ADVERTISING CO, 








PRINTERS’ 


PRESSW ORK. 


you have a Jong run of presswork it will 
pay yo you = a us. we st press-room 


I 
in t 
prices. FERRIS BRC )8., 324-330 Pearl St., 


work Ost ronsonable 





—— pe 
MAILING MACHINES. 


(stamps or m. 0.) Pelham Mailing x Sys- 
s 1. 00 tem and Mailer, postp’d. Prac ,000 
hour; saves 2-3 time writing; no type lists ; unique 
address label. C. P. ADAMS & BRO., a 
— 7 


SPECIAL NOTICE, 


NOTRE TO PUBL ISHERS I have recently 
i pu assignee’s sale the printing 
plant of the Penfied Bros., 605 607 Mattison Ave., 
Asbury Park, N. J., the Weekly Shore Press, the 
Daily Press, Arthur's Magazine, the leasehold of 
prem ses, etc., said to be one of the most com- 
plete printing plants in the State. 1 have given 
an option on the above plant, which expires Oct. 
22. Should the option not be accepted, the whole 
will be offered for sale = easy terms. H. 
KINMONTH, Asbury Park, N. J. 

nn aal 


ILLUSTRATORS AND ILLUSTRATIONS, 


i SENIOR & CO., Wood Engravers, 10 Spruce 
« 5St.,New York. Service good and prompt. 














| ANDSOME illustrations and initials for mag 

azines, weeklies and general printing, 5c 

er inch. Sample pages for 2c stamp. AMEKI- 
AN ILLUSTRATING CO., J. 


Newark, 
] USINESS will pick up if you push it along. 
Put more life in your ads. A little sketch 








wil! help ; 50 cents for a good one. Write —e 
it. R. L. WILLIAMS, 83 LS & T. Bidg., Wash., 
TO LET, 


¥ ANK, Boston. Space. 
REVIEW, mt. Pleasant. Towa. 
E have for rent, at 10 Spruce St., two con- 


4 
Ww necting offices, one large and one small. 
They are up only one flight of stairs and are well- 
lighted and the pleasantest offices in the build- 


ing. Size of large room about 20x24; smaller, 
10x15. If wanting such offices, please call and 
talk about price, ete. Will = , aeted up to suit. 
Address GEO. P. ROWELL & ¢ 





PRINTERS, 
7 AN BIBBER’S 
Printers’ Rollers, 


= LOTUS PRESS, 140 W. 23d St. 
under Adve: rtiseme nt Constructors), 
$2 


)*) BUYS 100,000 white 6x9 circulars. Write 
Poe one ¢ a 3 book. 1, 000 checks, 3 deep, well 


(See ads 


«= ELECTRIC PRESS, Madison, Wis. 





ou unt, rated and numbered, my — 
is $6.00. “JOuNSTO )N, Manager Printe: 
Press, jospruce St. N 
om he ‘ee seaman 
BOOKS. 


( 4 LD books bought and sold. Send stamp for 
list. Address A. CRAWFORD, 312 North 
7th St., St. Louis, Mo. 


1 ANGER SIGHALS, a a of pres tical hints 

for general Price, by mail, 0 
cents. Address PRINTERS” “INK, Ty Spruce St., 
New York. 


\ MERICAN NEWSPAPER DIRECTORY for 
é 18% (issued June Ith). Describes and re- 
ports the circulation of 20,396 ne’ wapepere and Jom 
riodicals. Pays a reward of #25 for eve 

where a publisher is not accorded a circu A nm 
rating in accordance with facts ao a Oy te his 
statement in detail if signed and 4. 

reward to the first person who fay any A 
statement to have been untrue, Over 1, 
Price, Five Dollars ; 31 cents extra for 
5am by mail. Address G x9 Fr. 


f 
ELL 


Publishers, No. 16.Spruce 8! 
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MISCELLANEOUS. 


N her Post-INTELLIGENCER Seattle has one 
of therfour great papers of the Paeific 
Coast.”"— Harper’s Weekly. 
\ 7ISCONSIN AGRICULTURIST, Racine, Wis. 
Only English 'fstabiitied ultural paper printed 
in Wisconsin, _ 1877. 


ADV. ERTISING NOVELTIES. 


poses Pencil pads for memorandums ony 
size to order—7e. nbossed catalo, 

& spec ae Send for one. “GRIF F ITH, AXTE 

& CADY 10., Holyoke, 


A ape a blotters, a $2.50 per 1,000 ; 
93 5 good stock ; 6.000 for 10, cash’ 

with py I. AARON & CO., Printers and 

Stationers, a8. Dearborn St., Chicago, I. 


roe the purpose of inviting announcements 

of Advertising Novelties, likely to benefit 
reader as well as advertiser, 4 lines will be in- 
serted under this head once for one dollar. 


N everlasting, always in sight, never thrown 
way ad are the Advertising pon 4a xd 


Weights made by us. ae and pric 

Renta JNO. & JOS. LOBMILLER, AWellsburg, 
. Va. 

‘| ‘RADE-WINNERS and money-makers; these 


are the qualities of our advertising novel- 
ties; the people wantthem Write us for infor- 
mation. rgest plant in U.8. THE CURKENT 
PUB. CO., 1026 Filbert St., Philacelphia. 
oe i Nhe’. BELLS” and “THE HOLIDAYS” 

Our two fine Christmas specialties ne 

advertising men, printers, merchants and 
jectors of church and other fairs, will be sp en. 
did this season. Send for samples and price 
lists. CONTINENTAL PRINTING CO., Suecess- 
ors to J. A. R. A. Reid, Publishers, Provi- 
dence, R. I. 


eo 
ADVERTISING MEDIA. 
heey YANK, Boston, Mass., 100,000 monthiy. 
GQ HOE TRADE JOU RNAL, Chicago, always se 
& cures business for advertisers. Try i 


prez D people, cream of the buyers in fifty 
vast towns—Rockland, Me., DAILY STaR. 
F you advertise in Ohio you will get results. 
For particulars address H. D. LA CUSTE, 38 
er = yt New York. 





ou advertising in PKINTERS’ INK 
iH the amount of $10 is entitled to receive 
tbe paper for one year 


66 | N her Post INTELLIGENCER Seattle has one 
of the four a tend papers of the Pacific 
Coast.” Harper’s Week 


] |. DPD LA COSTE, a Row, New York. Spe- 
cial newspaper representative. I offer ad- 

vert: «'rs papers that bring results. 

| all America there are only eight semi-month 
lies which have so a circulation as the 

WISCONSIN AGRICULTURIST, Racine, Wis. 


RE you advertising in Ohio! We invite your 
4 attention to the a pg MORNING TIMES, 
circulating 4,500 Vo daily ; the EVENING News, 
aad vies each issue, an the WEEKLY Trwes- 
News, Ts00 copies ;_are the resentative fam- 
ily news yapers of Dayton, and with their com 
bined circulation of 14,000 copies daily thor 
oughly reach the homes of that section. Dayton 
is a prosperous -~ of 80.000, and the News and 
3 TIMES are long established journals, and have al 
and « e mpawee 5 to X. marked degree the confidence 


su ¢er e best peone in Dayton. Ad- 
ress HD LA COSTE, 3¢ Par k Row, New York. 

F AINS, a weekly journal for advertisers. It 
co: tains photographic reproductions of the 

best retail advertisements to be found in the va- 


rious publications of the English-speaking world, 
together with many hundred excellert sugges- 
tions for catch-lines, reading matter and best v 
yeraphical display ‘of advertisements. The only 
arnal in the worid devoted exclusively to re- 
tall advertisers and to the men who write and 
ads. Printers get many good sugges 
tivtts for display from it. oy) gg! —_ s4 
ayear. Sample copy of Bratns free rtis 
ing rates on application. BRAINS PURE ISHING 
Cc »x 572, New York 
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ADDRESSES AND ADDRESSING. 


ETTERS for sale or rent pote 8 ‘or all 
4 lines of fresh write f r liste and 
yon 2 H.C. RUPE, South Bi Le 





C* CNaa ine. ben x 4 
allagodveraasrh 8 kK Spt Minn. 


g3 eonrmm of 2,764 reside Sone b 
, 8. C., taxes on $300 and up- 
wards. ‘AS. H. NE , Mer. Herald, Spar- 
tanburg, Oe 





er mail order addresses, received since 

ny BS 5. Price 75c. per M. Have 10,000, 
different States. pany good agents among them. 
8. M. BOWLES, Woodford City, —— 


—~+o> 
~~ SUPPLIES. 


AN BIBBER’S 
Printers’ Rollers. 


INC for etchi BRUCE & COOK, 190 Water 
4 8t., New Yor 


bg ne Sty xs, or sheets. First pally 
Write A. G. ELLIOT & CO., Philadel; 


yon Rounder ez at ating oe 


‘7° HIS PAPER is my with a can t- 

bythe W. D. WILSON PRINTING INK 
CO., L't’d, 10 Spruce 8t., New York, Special prices 
to cash bu: 


LRCTROTYPES and ste: just- 
Ee te a 
cul b s 
co., New E Haven, Conn. 


‘HE best in theiworld. That isthe kind of type 
e, and I can beat them all on prices. 


P. H.B ESNAN, Successor to Walker & Bresnan, 
201 to 206 William 








8t., New b set 
EXVELOPES, t. in yt 
any size. yo or as in or 
well printed. Pure sous arabic cn 4 lusivel: 
Indicate ts—our sam Sek ices will 
do the raat, a. BUFFALO ENVELOPE CO., Manu- 
facturers, io, 
licable 


UR and gaso ~— engines are ap 
O where erever power is wanted or needes They 
- a simple, easily managed motive power, at 


eiraes moety available . 
PHILADA. GAS ENGINE CO., 911 Walnut St., 
Philadelphia. 


——__ +o —_—__ 
ADVERTISEMENT CONSTRUCTORS. 
PARaMoRE. 
pBAcTicat, profitable ads. LUCAS. 
SULretall ads, $8. FRANK V. STUMP, Werner 
Building, Goshen, Ind. 


RAE Pakien Ponte writing. 94 tone. 
8q., New York. ‘ 
GQ END for My rices_ for r writi ads, H. 
S) FRANK WINCHESTER, 162 Ashford St. 
Brooklyn, N. Y. 
‘or circular describing ch 


Mor i iikosteaned advertisements. O.CO EN, 
Forrest Ave., N. | 


Perna a ads, 4 good om 


4114 Elm Ave., 


3 Avs, rene ee Drugs and shoes 
Fanalo te, 419 N ‘une s Ga ee 
$6 GCARBORO, Circular letter you RECBEN 


WOODS’ SONS’ CO., ee snedieai 


Ts Lay a A Me, aan ee - 
x or sam = 

aang ayeree G.MA or eas 

ay ny al wre 


[ Losrraren « 
Write.” gLIFTON WWADY, Writes 


and a cut for 
STEWART, 


po TS as 


ILL Des. ist 6 ads, with directions for ovtting, 
nwo with order. Suit you or money bac 
DECKER, 155 Chambers, Newburgh, N. Y. 


ee gc RBORO: We are well ‘—-y with the 
pamphiet, and no doubt will continue 
eave you our work in this sine, —BLUE VAL- 
L PLASTER CO., Omaha, N 
Camo for 365 = racniisements a year. 
“ = “ee “ 
E. L. SMITH, Codman Bldg., Boston, Mass. 
Piers pullers—my ads. 6 retailers, $2. Book- 
lets and circulars written. Satisfaction or 
==" back. Years of practical experience. 
LUK LUCAS, 423 Cherokee , Leavenworth, Kan. 


6é GOeRBons: Readi matter and cut on 
Please find check inclosed as 
bint "hitele hit steep, but I ae xe that I will eel 
able to call on_you again, think your — 
is good. FRA M. MARES, Druggist, 
cago, Ill.” 
DON’T renta Vondereas office in some large 
city. You get the benefit of ao in prices. 
Six retail ads, ‘a: he page m . 
isfaction or money refund 
EE new booklet, = % sharp P ‘oints. ma 
nd. 





P, Goshen, 
Te Medical ads L, brief, explicit 1 ads on any subject. 
e. - , circulars, booklets. [have the 


“yoy ‘and business train ming. I write 
Delish and German, French ditto. 'T ranslations 
from a circular to a full book to order. Cha: 
modera'e. Work correct. Letter of advice $3— 
. afford to pa 
"s worth or money back. Cas’ 
with inquiry. CHAS. J. ZINGG, Farmington, Me. 


6é Q@CARBORO: The work you did for us has 
«) been eminently satisfactory, and accom 
plished the results for which it was intended. 
After ae o watched your work carefully for 
the past seve re we do not wonder at your 
ods ‘the various prizes offered in contests of 
the expert eo ey ee. Assuring 2a 
of our best wishes, w yours truly, THE 
 __cageaamaassa! GROCER CO., Fort Worth, 





y TE believe our collection of printed matter 
excels any other printer’s collection in the 

weeks, It excels in artistic merit and in original 

ity of design. It is unusual for a 

have sucha 


y to have printing dane. 

t xpecim mene of our aw mere- 

tos satiety cu “Curiosity THE LO’ RESS, 140 
23d St 


HAVE found ba: n ‘gain advertising a good way 
secure new customers and am going to give 
it atry in Printers’ INK. What | am after is 
h-grade customers who are willing to 
y well Sor good work. Any one who has never 
any work from me can, until Oct. 30, for $2 

= ademase, Daw ve a booklet or circular plann 
and written for him. I will also givea 
out for the cover and promise to make a dainty, 
maemenion nious i, i of work. The cut will — 

My rcharge for 
booklet is $8 $8 a epwards—oeealty Sepwande.® 
lcan do no rush work on this bargain offer and 
must be given plenty of facts to work on. Peo- 
pe wae I cannot suit can have Sake poonay 
k. R.L. CURRAN, tli . Mth St., N. 


PPaTixe that showsa touch of art is worth 

at least twice as much as plain printing. It 

is certain to interest both the artistic mind and 

oy gy t Sistepeden whens ae ~ oy eS 
once. 


people who 
nerall mh poor he who have the m: Pt 
0 spend. | The the class which the yt---4 
man tri es hardes oe to reach, but which he often 
misses. “tt is our business A 
printing 


work raises tt above ep plane of advertixing. 
It raises it high enough to make the reader see 
the art and then the advertising. busi- 
pm aeew oa ee oe on makea 
favo a class of people 
who have both istic = of 
’ THE LOTUS. sean 10 W. 23d St., N. ¥. 
y 
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FOR SALE, 


LINE adv vertisement, 2 ie WISCONSIN AGRI- 
5) Mt LTURIST, Raci 


2 } BUYS 1 INCH. 5 50,000 copies Proven. 
$3.50 WOMAN'S WORK. Athens, Ga. 


wa oa. ny p genet ht to Al advertising 
schem: n. L. 8. PICKETT, Ne- 

vada, —_ 

6¢ JN her Post-INTELLIGENCER Seattle has one 
of the a ee papers of the Pacific 

Coast.” —Harper’s el 


Cou NTRY newspaper for sale. Good country, 


goed S —e nice omnes. A bargain a a 
dD. 


cash Write for pte. ¢ 
TRI MME, ‘Baton Rapids, Mic 


For SALE.—A half interest in an afternoon 
doi I~ business, and 
beauti ul city, surrounded by 
churches and schools. Keason, too much work. 
Want partner who can help share the work and 
do his part; AY ay rofit. Will sell half 
interest ~*~ own ; long time on 
balance. reve Lock Box Box 1065, Mt. Pleasant, Ia. 
,OR SALE—The Cape Gir Girardeau ne 
daily and weekly. The only Pe ~ 
lished in Cape Girardeau, a city of wl 
tion. The best ny out and job Office | in the 
State of Missouri, outside of St. Louis and Kan- 
sas City. New material and new improved presses. 
Office doing a good business. ill sell for part 
cash and balance on easy terms. For further 
particulars anirews BEN H. ADAMS, Cape Gi- 
rardeau, Mo 


( ) OFFER FOR BUSINESS MEN. 

If your letter heads 7 ae fashioned, cheap 
appearing, can you = to form a fa- 
vorable impressio: yoursal a our busi- 
ness! It’s policy to ‘ses =e re a 

our b in na credit — 
o designed and e ved bint. for letter ead, 
50. Gives the ¢ ect of a lith ph. Sketch 
sent on approval; no charge not acce 
Give exact size and wording. Ww. MOSE!. ss 
Hill St., Elgin, Ll, 


\ HOE Type vad Perfecting Press to be sold 
rs to e room fora larger one. It has been 
running but a few years, and it is in complete 
and perfect condition in eve: 

a form of 2x34¢ inches. Its capacity is 12,000 
per eee hour. two « sliveries and makes three 
olds. It is a beautiful machine ant - = good 
as when it came from the factory. 8 easil 
made ready and supplies the want wt. ‘time 8 
a consideration at press hour. wu positively be 

a n for cash. W.H. 


sold at HODGSON, 
Daily Lecal Bus, West Chester, Pa. 








ARRANGED BY BY STATES. 


Advertisements u nder this head, two lines or more 

without di. ¥, 25 cents a line. With display or 

pe upe the price is 50 cents a line. ‘Must 
handed in Snowelk tn aoe vance. 
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ngeles Trims, So. Cal.’s 
Circulation over 14,000, 


San Francisco, Cal., the 
leading Pacific Coast so- 
literary ond litical weekly. E. KATZ, 

186, 187 World ~~ Se K 


York, N. Y.,sole «13, 000 - —- A 


TE EXAMINER oo daily antes 
than all the other roy even in — 

Francisco combined. “ 

of any daily west of Ch: while the weekly 

EXAMINER the high circulation yet ac- 

corded to any paper west of the Missouri.— 

Printers’ Ink, tissue of July 3, 1885. 


IOWA. 


DVERTISERS will notice that the WEEKLY 
TELEGRAPH is c by the American 
r Directory for 18% with a higher cir- 
than any other weekly issued in 


LWAYS AHEAD—Los A 
4% «great daily. 


THE WAVE, 


ciety. 














New 


Dubugee County. a 
CO™= gy and one town fully covered by one 
e WEEKLY SENTINEL covers Car- 





0 

lation guaranteed by Rowell to be r than 
any other weekly in the county. The DALY SEN- 
TINEL is the only daily in — or raw, is 
the field. Advertising rates based on circula- 
tion. Carroll, lowa. 


LOUISIANA. 


—W. PRESBYTERIAN, New Orleans, ¥ weekly 
We over Ala., Ark., Fla., La., Miss., Tenn., Tex. 


MAINE. 


[HE HOME TREASURY, Au 
proves 50,000 copies per month. 


MASSACHUSETTS. 


) = CENTS tor 40 words, 5 days. Daily Exrex- 
a+) priss, Brockton, Mass. No snide ads. 


MICHIGAN. 


M[PHE 800 DEMOCRAT Sault Ste. Marie, Mich. 
It should be on your list. 
GAGINAW COURIER- are D. 
Sunday, 7,000; weekly, 14,000. 
Nae AW COURIER-HE a D is delivered 4 di- 
rectly into the homes by its own carriers. 


SAGINAW COURIER HERALD, la ren 
\) in No, Mich. Full Assec’d Press dispatches. 

Gaain: AW Evening and Weekly NEWS. Lar, tase 
est circulations in the Saginaw Valley, Mich. 


> AGINAW COURIER-HERALD is the leadi 
‘ newspaper in Northern Michigan. _Issu 
Sg except Mondays, Sunday and Weekly, 
oa 1.” est. 1870; Sunda {000 ; 
1857. Saginaw (pop. $00) te the “Gnisd 
tity in eiMicht n. For further information ad- 
dress H. D. LACUSTE, 38 Park Row, New York. 





S. 





sta, Maine, 








Daily, 6,000; 








; ARKANSAS. 
THE ARKANSAS 


DAILY pastas 








CALIFORNIA. 


jac KSON (Mich.) PATRIOT, morning, eveni 

e) Sunday and twice a wee! sk. The leaders in 
their respective fields. Exclusive Associated 
Press franchise. Only morning new: r in 
this section. All modern improvemen’ Rates 
reasonable. The leading advertisers in the coun- 
try are represented in the Parriot’s columns 
Information of H. D. LACOSTE, 38 Park Row,N.Y. 


MISSOURI. 


K 4 < *Songes ne , daily exceeding 25,000, 





. Contest Clones 


850 Now lst DOT LY PRESS CO., 


| ae Ist. YORTNIG 


ae lead and zinc mines of 

Southwest Missouri, use the columns of the 

Webb City Daily and Weekly SENTINEL. live, 
a and up-to-date paper. 





, ‘HE California fruit-growing district of 

ich a= Jose is the center is thoroughly 

Daily San Jose MERCURY. Sample 

= advertising rates in | eed or 
dress MERCURY, San Jose, Cal. 


‘© reach the 50,000 lead and zinc miners of 
Southwest Missouri, use the columns of the 
o City Site. Weekly ——— (successor 
the Tres) progressive and up-to-date 


































SN a i nar 
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PENNSYLVANIA. 





HE WATCHMAN has a sree 
throughout the Southe d isa 
splendid advertising medium. ie Fey sany - 





copy and adve rates. JA . WALK 
Publisher, Wil urg, Mien” 
MONTANA. 





"ye LIVINGSTON ENTERPRISE : eight pages; 
3 all home print. Circulation exceeds 1,000, 

NACONDA STANDARD. Circulation three 

times greater than that of any other daily 

or Sunday paper in Montana: 10.000 copies daily. 


NEW HAMPSHIRE. 





0G Co., Pa., and Steuben Co., N. Y., are the 
home field of the EPWORTH BANNER, ‘a maga- 
zine in newspaper form. Ads 50c. per inch per 
issue, next reading. Well: aes 
PRE EATSIOT, | Seovubere, enna. Fo: orty- 
“i nny icpendently Dem 
cratic. Leading ite capi 8,000 
daily, 5,000 weekly. jay Population 54,000. 
D®SIRABL 2B READERS and a good circula 
tion are what advertisers receive in the 
CHESTER TIMES. 30,000 well-to-do, intelligent 
Beople read the Times with their 1.4 every 
day. WALLACE & SPROUL, Chester, Pa. 








RHODE ISLAND. 





Established 1877 


The GRANITE MONTHLY 
Beautifully [lustrated. 
A New ——— Magazine. 
FRANK E, MORIIBON. 5, - Special Agent, 


NEW JERSEY. 
POPULAR adv. mediums: Bridgeton (N. J.) 
Ev’ News, 3,600; Bridgeton (N. J.) DOLLAR 
WEEKLY News, ‘1,600. Rowell guarantees circ’n. 


THE EVENING JOURNAL, 
JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, - - - - 15,500. 
Advertisers find IT PAYS! 


NEW YOPK. 


UREN OF FASHION, New York City. 
Issued monthly. A million copies a year 




















SEE CorNINe DistRICT EPWORTH BANNER, un- 
der Pennsylvania. Guarantees 3,500 per —_. 
} ge weekly pouenes = for advertisers. I 


con! uctions of the 
best retail advert 





on tary to be found in the va- 
— blications of the English-speaking world, 
er with many hundred excellent 

tons for catch- a . reading matter and best = 
pographical disp! ‘of aivertissments. The only 
ba hw = in tho oe ver d devoted exclusively to re- 

ladvertisers and to the men who Eg wv and 
set their ads. nters get many good sugges- 
tions for display from it, Subse: Fiption. price 
. year. Sample copy of Brarns f Adve 

rates on a Pp on. BRAINS PU BLISHING 
t ., Box 572, New York 


ELMIRA 
TELEGRA/S1. 


ELMIRA, N. Y. 


Known Circulation Over One Hundred 
Thousand Copies Weekly. 


A. FRANK RICHARDSON, General Agent. 
Rooms 13, 14 and 15 Tribune Bldg., New York City. 
NORTH CAROLINA. 


URHAM STORY PAPER AND BUSY AGENT 
circulates in every State. ’ a cents a line. 


OHIO. 
snocatie dais 


PBEFRE PRESS, Cc jumbus, only De 
Ohi 0. 














Lasers ‘cire’n of any Prohibition paper or in 
nation: BEACON AND NEw ERa, § Springfield, O. 





aber nai ) REPUBLICAN is the best news- 
oy; im Tn’ the Uae 


i vepante published in any 20,000 
States. Circulation—daily, 


weekly, 2, 


HE HOME GUARD, Providence, R.I. Tenth 
* year. Circulation 50,000. 


SOUTH CAROLINA. 


fies dail ee of THE State, Columbia, 8. 
, is the most popular paper in a hundred 

South Garolina towns. The semi-weekly edition 

reaches over 1.000 post-offices in South Carolina. 














VERMONT. 
Ye Wee qe gy ty wend 
VIRGINIA. 





i ew nl Richmond, the (12 ho people, 
per in a community of 12, 

publishes. full Associated Press d 

a live, u family a New | 

agement, typesetting machines, new me nd 
y improvements. Greate: r local Foulation 

than iy other Richmond daily. Prices for space 

of H. D. LACOSTE, 38 Park Row, New York. 


WASHINGTON. 


QEATILE TIMES. 


apetshen. am pom is 








QEATILE TIMES is the best. 
‘ 





S EATTLE POST INTELLIGENCER. 





" HE TIMES is the home paper of Seattle’s 60,00 
sees 





QEaTTL afternoon daily, the Tres, has 
the ed circ’ eaion of any evening paper 
north of San Franci: 
6 | N her Post-INTELLIGENCER Seattle has one 
of the four great papers of the Pacific 
Coast.” Harper's Weekly. 


WISCONSIN. 


W 1CONSIN’ AGRICULTURIST, Racine, Wis. 





Only —_ cultural paper printed 
in the State. nly 20 cents a line. Circu 
lation lation over 25,000 


‘CANADA. 


pae largest circulation in New Brunswick is 
enjoyed by the PRoGREss,a weekly issued 
gg John.— From Printers’ Ink, issue of May « 





aes E BERLIN RECORD (daily and weekly) is 

acknowled; to be the advertising me 

dium in Waterloo County, as it ind’ tably is 
the leading pesenseer., The Daee ORD - 

the paper of a hanes on e manufac 

uring town. 4 who read it are well ro 

e [a me ans who have money to spend 

. UTTLEY, Business Manager. 


MEXICO. 


E L FARO hax double the reading matter of any 
lical publication issued in Mexico 
Apartado Mexico City. 
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SO. & CEN. AMERICA. ~ 


Ss! )UTH —- me subscribe for the 
PANAMA Stak a & HERALD. 





CLASS PUBLICATIONS. 


ADVERTISING. 


BRAINS, a weekly journal for advertisers. It 
contains photographic reproductions of the 
best retail advertisements to be found in the 
various publications of the English-sy 
ing. world, together with many hundred excel- 

ions for catch- lines, read: matter 
hical display of advertise- 
ly journal in the world devoted 
exclusively to. l advertisers = to the men 
ite and set their ads. Prin ner many 
ions for aw a it. Sub- 
mine price $4 a ay eh. le copy of 
BRaie tree. Adverti rates on son application. 
BRAINS PUBLISHING CO., Box 572, New York 


AGRICULTURE. 


HOME AND FARM, , Louisville, Ky. 
MEK, Zanesville O. 
Francisco, Cal. 
TUR IST, Racine, Wis. 
WISCONSIN AGRICULTU RIST, Racine, W ia. 
KENTUCKY and Tennessee farmers are harvest- 
and finest ~ »s known in this 
ears. They have more sur- 
jis falland Sinter than they have 
for years. Advertisers can reach these peo- 
ie more effectively through the columns of the 
'ARMERS’ HOME JOURNAL than any other way. 
It is read and trusted by them as their saeness 
paper. Let us ~— ou do business with 
ple. Address FARMEKS’ HOMEJOURNAL. 
uisville, Ky. 





“A. PAL 
A. P. A. . oo a. 
read 


Le £00 cteouintion ob “4 
A Lay a ty yeerty y, 
mon lily, None Dee. o*3— 
~ ART. 


ART LEAGUE CHRONICLE, Leavenworth, Kan. 
BOOTS AND SHOES. 
* BOOTS AND SHOES ” WEEKLY, N. Y. City. 
CARRIAGES 3 AND WAGONS. 


THE UUB, 247 Broadway, New x. 
‘The leading monthly, containin 
oeapee to ee art of carriage 

and « all over the worl 

THE ti B NEWS, 247 Bread 
The only weekly paper publi«h 
interests of vehicle mfrs. nd dealers. 

COAL. 
COAL TRADE JOURNAL, New York City. 
COLLEGE PUBLICATIONS. 

THE MUHLENBERG, Allentown, Pa. Circ’n 1,000. 

DID you ever rea! that what, is “ continually 
pounded into” a young man 
career usually creates a life-long 
THE UNIVERSITY OF MICHIGAN DAILY 
bor, Mich., is read every day of the coll 
by the students of one of the two larg 
ican universities. 

COMMERCIAL TRAVELERS. 

THE COMMERCIAL TRAVELER, 8t. Louis, pub- 
lished in the interests of and circulates among 
commercial travelers. Bona fide circ’n, 4,650. 

DANCING. 
THE BALL ROOM, Kansas City. Semi-monthly. 
FASHIONS. 

co OF FASHION, N. Y. C 
Issued Cant A en, a a year. 

THE WAVE, San Francisco, Cal. 13,000 weekly. 

FRIENDS. 


FRIENDS’ INTELLIGENCER, Philadelphia. Es- 
tablished 1844. Circulation 3,500. 


HARDWARE AND HOUSE FURNISHING. 
HARDWARE DKALERS’ MAGAZINE. 
Goes to 


ware 
D1. 


college 
ion! 
Ann Ar- 
year 
mer- 


Publisher, 271 Broadway, N. Y. 
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DRUGS AND CHEMICALS. 
WIS. DRUGGISTS’ EXCHANGE, Janesville, Wis. 
HISTORICAL. 

THE AMERICAN HISTORICAL REGISTER, a 
Monthly Gazette of the Patriotic Hereditary 
Societies of the United States of America. Send 
for advertising rates and _— ncopies. 120 
8. Sixtb St., Philadelphia, Pa. 

HOMCLOPATHY., 

HOMCEOPATHIC RECORDER, Phila. Pa. 

HOUSEHOLD. 
WOMAN’S FARM eae St. Louis, Monthly. 


JEWISH SPE CTATOR, M ie Tenn. and New 
Orleans, La. Olc it, best, mort widely 
circulated Souther ——-; paper. 
LARGEST CIRCUI CIRC U ‘L. 4TIONS. 
. Y., TELEGRAM : Over 100,000 weekly. 
LITERATURE. 
THE WAVE, San Francisco, Cal. 


LUMBER. 
SO, LUMBERMAN, Nashville,Tenn. Covers South. 
MEAT AND PROVISIONS. 
lhe National Provisioner, N. Y -» Chivage. 
MEDICINE. 


LEONARD’S ILLUSTRATED MEDICAL JOUR- 
NAL, Detroit, Mich. Circulation over 10,000. 


MEDICINE AND SURGERY. 


eaDIOAL SENTINEL, sworn cir. .Portiané, Or. 

WESTERN MEDICAL on w > SURGICAL 
REPORTER, St. Jone 

MEMPHIS MEDICAL MONTH. Y Memphis, 
Tenn. (nly medical periodical p' publish: ed in the 
jm ne gag A AL oyenen St. uis and New 


ELMIRA, N 


13,000 weekly. 


‘ane 
MINING AND SCIENTIFIC PKESS,San Francisco. 
PAINTING. 


PA NT 2 ) & PEC ORATING, 247 Broad- 


finest and moxt complete 


paper N yublished for the trade—one nane 
worth more than pric © of » year’s sub’, 
PARKS AND CEMETERIES. 
PARK AND CEMETERY, Chicago. Monthly. 
PHILATELY. 
AMERICAN PHILATEL IC MAGAZINE, Omaha 
Neb. Monthly. Stamp men like it, 
— G@ INDUSTRIES. 

PAPE AND. P SS. Vhiladciphia, Pa. 
AAS Kadi magazine in the world of 
its close bay by and circulating exclu 

sively to employing and pure ne winters, 

lithographers, book binders, blar book 
makers, manufacturing stationers, cagwavers, 
etc., etc. Sample copies rates on application, 


SECRET SOCIETIES. 
THE LODGE RECORD, Watertown, New York. 
SOCIETY. 
THE WAVE, San Francisco, Cal. 
SPANISH. 


REVISTA POPULAR, established 1888, Largest 
Spanish circulation ip the world. Translations 
in all languages : 46 Vesey St., N. Y. City. 


SUNDAY PAPERS. 


ELMIRA, Y., TELEGRAM: Circulation 
4: 000 =F weekly. 


TEXTILE. 
TEXTILE WORLD, Boston. Largest rating. 
TYPEWRITERS. 
PHONOGRAPHIC WORLD, New York City. 
WOMEN. 
QUEEN OF FASHION, New York City 
Issued monthly. A million copies a year. 


13,000 weekly. 


over 
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THE CITIZEN'S TRACTION. CO., OF 


is considered the finest cable line in the city—annual traffic 1 
outside as shown in picture—long sign, 16 ft. x 12 inches; cal 
through Pittsburg’s streets. 


DE 
| 


X 2 





Pe 





: ome 
ny Bes sepa rps 
«oe tes. “ag ies 
wer 6 
ooets) —— 





from Na <a 
Pittsburg 

to 
East Liberty fs 
and 

the 

outside 
display 
gives 
constant 
advertising 
before 
thousands 


daily. 


2 


7 meee ne =a a 


summ——___For rates address or apply to 


CARLETON & KISSAM :: 
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In addition to the inside privileges we have secured those on the 
x 24 inches; all signs to be of enameled iron—a constant display 





Contracts 





made 

for one 

to five 
years. 

No such 
opportunity 
has 
occurred 
for a 
display 

in 
Pittsburg’s 
principal 
streets 


for 


HAMILTON BUILDING, 91 FIFTH AVE., PII TSBURG, PA. 
POSTAL TELEGRAPH BUILDING, NEW YORK. 

















EE 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS, 


—* Issued every Wednesday. Subscription 
Two Dollars a year. <"? Cents a copy ; 

Five Dollars a hundred. © back numbers. 

After December 31 the — m*.. price will be 


to Five @ year. 
t#-Publishers desiring to subscribe for PRINt- 
ERs’ Ink for the benefit of atverteing patrons 
can obtain special terms on et 
tw Being printed from tes, it is always 
possible to issue a new edition of five hundred 
copies for * or a la r number at same rate. 
If any person who has not paid for it is 
receiving Swe yl Ux, it it ~ “i some one 
has subscribed in his i is 
stopped at the expiration n of | the time > pal | 
ew York Orrices: No. 10 Spruce SrKeer. 
CHICAGO AGENTS, 
Bennam & Incranam, Room 24, 145 La Salle St. 


LONDON AGENT, 
F. W. Sears, 138 Fleet St. 








NEW YORK, OCTOBER 16, 1895. 





A Goop ad first catches attention, 
then awakens thought and then half 
the battle is over. 





NEWSPAPER men who have been ac- 
customed to write on space do not 
make good ad writers. 





LATEST reports from special and 
general advertisirg agents all point one 
way. The advertising business at the 
present time is good. 


ORIGINALITY should not be too great 
a consideration with ad writers. The 
ad that is not original but sells goods 
is a better ad than one that is intensely 
original and does not sell goods. 





THOse newspaper publishers who 
think of contracting for copies of 
PRINTERS’ INK to be sent to a few of 
their best advertising patrons, are re- 
minded that the subscription price now 
is $2 a year, but will be $5 a year 
after Dec. 31st. 

ARTICLES of about 500 words, re- 
lating to advertising subjects, are al- 
ways desired for PRINTERS’ INK. 
Everything offered is carefully exam- 
ined. Available articles are promptly 
paid for on acceptance, and unavail- 
able matter is as promptly returned. 





Mr. C. E. ELLs, who represents in 
New York only eight newspaper estab- 
lishments, took a single order from a 
Massachusetts advertiser last week 
amounting to over $9,000, every cent’s 
worth of the work to be done in Ellis’ 
papers. This is rather good for a 


special agent. 





PEoPL« are unlike. One style, con- 
stantly persisted in, will attract the at- 
tention of but one portion of the 
people. A _ judicious variation is 
necessary if all classes are to be in- 
fluenced. 





Tue New York Sun once asserted 
that it was, first of all, areligious news- 
a because it ‘‘ was bound by re- 
igious obligations to the truth and its 
own convictions. It is free,’’ said the 
editor, ‘‘ because the truth makes it 
free. It is independent because its 
only master is its own conscience.”’ 





THE faculty of compressing a whole 
subject into one pithy, crisp statement 
is arare one. PRINTERS’ INK would 
like to receive many such paragraphs 
for use on the editorial page. It 
promises an early examination for all 
submitted, a prompt return for all re- 
jected, and speedy and satisfactory 
payment for all found available. 


AN advertisement is not solely a lit- 
erary performance. It is not to be 
judged by literary standards. Its form 
and substance may be in exact viola- 
tion of literary rules, but it may be an 
excellent advertisement withal, because 
it brings trade. That is the only test. 
The more trade it brings the better 
advertisement it is, however unliterary 
it may appear. 


Mr. E. T. Perry, the New York 
special agent for the Cincinnati /’os¢, 
St. Louis Chronicle and Cleveland 
Press, reports that his business for 
September was a good deal larger than 
for any other single month since the 
establishment of -his special agency. 
He has a suspicion that his truth- 
™ telling announcements appearing week- 
ly on the last page of PRINTERS’ INK 
may have had something to do with 
the increase. 





THE current issue of the Aeystone 
contains a plea for the ‘‘ education of 
the public” by advertising jewelers. 
‘*The usual method of advertising 
jewelry,” it says, ‘‘is founded on the 
assumption that the public should be 
kept wholly ignorant in order that the 
jeweler should be — wholly prosper- 
ous. In pursuance of this plan, jewelry 
is ticketed with stock terms, which 
mean nothing to the consumer, and are 
stumbling blocks to discriminating pur- 
chase of precious wares. 

















THE best advertisement is the one 
that sells the largest amount of goods 
to the largest number of people. 


THE ad writer’s value lies in the fact 
that he looks at an article in exactly 
the same way as the public looks at it. 
The questions that occur to the public 
in regard to a product occur also to the 
ad writer, and in answering these 
questions he makes a good ad—better 
than the manufacturer of the article, 
to whom such questions do not present 
themselves for solution, can do. 





THER" have recently come into ex- 
istence a number of publications de- 
voted to the newspaper interests of 
certain States. In Missouri there is 
the Missouri Editor, in Nebraska the 
Nebraska Editor, in Kansas the News- 
paper West. Each of these publica- 
tions is modeled after PRINTERS’ INK 
in size and make-up. They are en- 
tirely local in their news, which proba- 
bly enhances their value to the eyes for 
which they are specially intended. 


PRINTERS’ INK, ‘‘ The Little School- 
master "’ in the great school of business, 
is indispensable to every man or woman, 
boy or girl, who would achieve success 
in life Every thorough business man 
—no matter what may be his line— 
whether he is a pedler or a merchant 
prince, a smal! shopkeeper or a Napo- 
leon of finance, is an educated man in 
his special line. Ordinarily it takes 
the greater part of a lifetime to become 
a thorough business man, and to achieve 
success. For want of proper training 
many men never achieve success. Busi- 
ness is a science as well as an art; it 
involves a close study of human nature 
as well as a thorough knowledge of 
commodities, their values, and the best 
means of purchasing and disposing of 
them. PRINTERS’ INK is a school of 
business in which the principles of the 
science and the rules governing the art 
are taught by objective lessons and 
inductive methods. Weekly illustrated 
lectures from « host of masters gathered 
from the civilized world. Don’t be 
jostled and crushed by the crowd at 
the foot of the hill, while there is 
‘*Plenty of room at the top.’’ Sub- 
scribe for PrinTeRS’ INK, and learn 
more about business and business meth- 
ods in one year than you could learn 
in twenty years without it.—Z. 5S. 
Clarke, Austin, Texas. 


PRINTERS’ 
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SIMPLY stating that your article is 
good, or better, or best, without giving 
any facts t6 substantiate your claims, 
is not apt to convince people. Such 
advertising is not suited to a skeptical 
age. 





A CONTRIBUTOR to 7 he Editor sends 
that publication copies of three jokes 
of his recently accepted by Puck. For 
two of them he received $2 each ; for 
the third, 50 cents. He plaintively 
asks what constitutes the difference 
between the commercial value of these 
jokes. Mr. Bunner would probably 
be unable to give an explanation, save 
that those were the respective valua- 
tions he placed upon them. A uniform 
rate for all jokes is apt to be more sat- 
isfactury to both contributor and ed- 
itor. PRINTERS’ INK pays fifty cents 
apiece for jokes relating in some man- 
ner to the advertising world. They 
must be funny on account of the humor 
contained in them, not on account of 
the humor they lack. 





REFERRING to the recent award of the 
contract for printing election notices, 
by the Police Commissioners of New 
York City, the Herald says editorially : 
“It is to be assumed, of course, that 
the figures offered by the successful 
bidders represent their own estimate 
of the value of their advertising space 


But,’’ continues the Hera/d, ‘‘ can the 
matter be settled ‘in a business-like 
way’ by giving the printing to the 


lowest bidders?’’ And then the Her- 
ald adds, ‘‘ The value of a paper de- 
pends upon the extent and character of 
its circulation and the volume and 
The bids 


quality of advertising.” 
were as follows : 


Per Equivalent 








1,000 fprr 
ems. Agate Line. 
coves 15.50 +5° 
eecce 10.50 230 
cecccee 6.40 20 
5.85 1887 
ON ero 4-05 1 
4-20 1275 
2.8 9 
2 66 
2.50 x 
50 .0185 





"Bhe 77ribune and Mercury were 
selected by the Police Board: and 
PRINTERS’ INK is of opinion that 


whatever may be generally true of such 
a method of awarding such a contract, 
the result 2 ‘this case was both wise 
and fortunate, and that Commissioner 
Roosevel: has a great big head. 
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GOOD THINGS POORLY DONE. 


AN OBJECT LESSON 





IN ADVERTISING. 





How often we see really good ad- 
vertisements—advertisements full of 
originality and brainy thoughts—that 
contain faults so glaring as to entirely 
kill the pulling power they should have 
possessed. 

When a man expends sixty cents a 
line or more for his publicity, too 
much care and thought cannot be given 
to the construction of his ads; and, 
above all, honesty and frankness should 
be the foundation on which the an- 
nouncements are constructed. ‘*Trick’’ 
advertising is an expensive and a dan- 
gerous thing, and, unless you are doing 
“fone night stands” in the business 
world, I would most earnestly advise 
you never to resort toitsuse. By way 
of example, let us take this ad, clipped 
from a New York newspaper: 














Lacies’ Colomal Desa. 


Thies 64 very pretty 
We have u in differ- 


meh of 
the: mn AM omy in- | 


Jaid 
Meny styles as low 
es 3 








It’s a dainty little desk; just the 
kind a woman will promptly fall in 
love with. And she of moderate means 
sets her heart on it, and rushes down 
to the store expecting to purchase it 
for eight dollars. She is shown a desk 
of entirely different shape from the 
one advertised, and not nearly as pret- 
ty. The affable clerk points out to 
her that they did not advertise the 
desk shown in the cut for eight dollars, 
and that they specially said, ‘‘many 
styles as low as eight dollars,’’ which, 
of course, as the clerk explains to her, 
any child would understand to mean a 
style different from the style shown in 
the illustration. The woman goes 
away feeling very ‘‘small,” and car- 
ries away with her a most unfavorable 
impression of the store. 

On the other hand, people who could 











INK, 


afford to buy a desk such as shown in 
the picture (which is neon | worth 
twenty dollars) are frightened away by 
the low figure that is apparently quoted, 
as they would not have such a cheap 
desk in their house. Thus the mer- 
chant loses both classes of trade ; 
whereas, had he boldly quoted the price 
of the identical desk shown in the il- 
lustration, and had, on some other 
day, published a cut of the eight-dollar 
desk, he would have secured good re- 
turns from both ads. 

It was such advertising as this that 
originated the ‘‘advertising don’t pay’’ 
expression. 

* + 

There’s another curious thing about 
advertising ; whenever a man ‘‘ con- 
veys” his ideas from another’s ad, he 
usually makes a mess of the whole 
thing and dishes it up in such a mangled 
form that the originator would never 
recognize his handiwork. 





A Pointer in Shoes 


We've got the newest Fall Shoe 
for men on szie to-morrow. sae 


85.00 - - 
emer’ rt eee 
ne ee 





This ad appeared in a Philadelphia 
daily and is a direct steal from one of 
Rogers, Peet & Co.’s clever creations. 
Not only does the pointer Jook thor- 
oughly forlorn and half starved ; but 
had he been larger, or at the head of 
the column, instead of trotting along 
all by himself off in the far corner of 
the ad, the point would have been 
Rronger, and it might indeed have been 
a feat to fit all the feet that walked in 
in response to the ad. 





* * * 
ae we mouse, now open ; abe san. 
Pp = pure spring water ne every floor ; 
fin’t v ore cular. Adam Yranene’ 


arm con. 
Prop., Jolin W, Allen, | Manager. 





I would hesitate before going to this 
hotel, even if it has ‘‘san. plum., fin’t 
v’ws and farm con.”’; for the ‘‘ prop.” 
seems to have such a confirmed habit 
of cutting everything short, who 
knows but the culinary department is 
run on the same abbreviated plan ? 

One more line added to the ad would 
have enabled the constructor to have 
stretched the words out to their normal 
length. The result would have been 














a convincing and readable card. As 
it is, four lines of good newspaper 
space is being wasted, 

* * * 

None of us are perfect, and these il- 
lustrations are not given in the spirit 
of criticism, but are reproduced in or- 
der that you may avoid making costly 
mistakes in your advertising. One of 
the objects of the ‘‘ Little Schoolmas- 
ter” is to help you learn by other peo- 
ple’s experience; and, judging from 
its meaty pages and the large circula- 
tion it has attained, it is succeeding 
admirably well in its mission. 


W. CHANDLER STEWART. 
tseachtain 
FEMININITY AS AN ADVERTISING 
FORCE, 


‘By Foel ‘Benton. 

A. T. Stewart showed remarkable 
prescience, as well as a keen knowl- 
edge of human nature, when he 
lected his line of business. Intuitively, 
perhaps, he saw the tremendous force 
of woman in society and trade. He 
took into his perspective the multitude 
of her wants, her passion for beauty 
and adornment, her love of luxuries, 
her loyal conformity to fashion’s 
which is really trade’s—mandate. And 
he knew that the husbands, fathers, 
brothers, and those ‘‘dearer than 
brothers,’’ would toil and make sacri- 
fices to supply her with the utmost that 
fancy or whim might suggest. This 
was as true a reading of human nature, 
in a practical way, as can easily be in- 
stanced. ‘‘Get the women on your 
side and your cause will prosper”’ 
what it teaches us. 

One of the ways to use the influence 
of femininity to catch dollars and draw 
attention has lately had a wide illustra- 
tion throughout the country, journal- 
istically, in. the exploited ‘*‘ Woman's 
Editions” of certain daily papers. It 
is true the money result of this sporadic 
performance was given over, usually, 
if not invariably, tosome philanthropic 
or religious cause ; but the scheme has 
been supposed to pay, even in this way. 
The advertising beforehand of the 
famous edition that is to come out, the 
enlarged size of it, making the paper 
go where it was never heard of before, 
the prettyfying of it, perhaps, by 
pictures, the atroit.and_ irresistible 
button-holing of old and new adver- 
tisers (particularly the new ones) by 
the indefatigable and seductive fem- 
inine solicitor was, taken altogether, 


se- 
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putting a sort of Niagara Falls power 


upon the joyrnal. As a tooting of the 
proprietor’s horn it was, and will be, 
perhaps, while it is still a novelty, a 
great success. The whole community 
went through a regular ‘‘shake-up” 
on account of it, and it is possible that 
the editor up the street who character- 
ized his contemporary’s enterprise as 
‘**sickish and frivolous’’ was only se- 
cretly ‘‘ kicking himself’’ because he 
had not first thought of the idea. 

I have seen it stated that this plan 
has now been transferred to a street 
railroad in some town, which for one 
day was set apart to the management 


of the ladies. The conductors and 
drivers of the cars were women— 
though it is not said whether the 


women were to get up and give the 
men, when they came in, their seats, 
while they hung on to the straps. 

What else there is that will adapt it- 
self to woman’s control for a day 
yet to be determined. It will not be a 
political convention, I suppose, and 
yet it is strange that Mrs. Stanton and 
Miss Anthony have not tried to secure 
the permissible experiment when they 
so much desire the permanent and ob- 
ligatory one. 

Femininity, in an advertising way, 
is also to be seen in that lately over- 
accented feature of certain dailies 
known as the’ ‘‘Woman’s Page.” 
Sometimes this is carried almost to the 
stage of delirious grotesqueness ; but 
it is a feature that must be reckoned 
profitable to the journal adopting it, 
or there would not be the strenuous in- 
sistence which some papers put upon 
the perfection of their own particular 
catering of this sort. 


is 


No doubt the charmingness and 
modern prominence of woman, now 
that she is so far removed from her 


Oriental status, will bring her more 
and more into business as a potent 
force. We all know when the pretty 
girls take the two old gray-haired 
deacons’ places in passing the contri- 
bution boxes around in church that we 
shall not dare to put in the intended 
dime or nickel (which is hardly to be 
sparedj, but we must give a smile to 
them and a good-bye to an even 
dollar, 


oe 


ADVERTISING saves time—hence lengthens 
life. The buyer is saved searching for what 
he wants, the seller finds the quic kect market 
for his goods. e human mind needs the 
stimulus of the suggestion contained in effect- 
ive advertising. Zurn To. 
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MAIL ORDER BUSINESS, 
PHILADELPHIA, Oct. 5, 1895. 
Editor of Printers’ Ink: 

Will you let me say that I found the re- 
cent article from the pen of J. Angus Mac- 
Donald, relative to the mail order business, 
very interesting? The mail order depart- 
ment of the great dry goods business Messrs. 
Strawbridge & Clothier have built up is my 
especial pet. It has grown to really won- 
derful proportions. At the present time 
there are no less than a hundred thousand 
names of actual purchasers on the books, 
and the judicious use of printers’ ink brought 
them all. Hundreds of post-offices are rep- 
resented. 

A little less than a year ago I commenced 
using weekly religious publications and a 
few periodicals, in a small way—forty or 
fifty lines in each issue—advertising staple 
articles, the value of which is known to 
every thrifty housekeeper, and which our 
buyers secured at figures that enabled us to 
make a very attractive price and yet pay the 
postage or express charges. The responses 
were immediate and generous. Each month 
since the receipts of the mail order depart- 
ment have taken a decided step upward. 

Probably the most successful ad during 
the past summer was the following: 


STRAWBRIDGE & CLOTHIER, 


DRY GOODs. Philadelphia. 


"Percale Shirt Waists 














Stylishly cu! 
with, extep fl 











A single insertion in the Vouth's Com- 
panion alone sold nearly 2,500 of the waists. 
I am a great believer in special offerings 
to the mail order trade, and am convinced 
that if buyers are fairly treated—if they get 
all the advertisement promises to give them 
—they surely will become permanent cus- 
tomers. Of course, they must frequently 
be “‘ touched up”’ with some sort of printed 
matter—the more attractive and artistic the 
better. The system of catalogue advertisin, 
in vogue here is, I believe, unique. . Instea 
of using a book in which every department 
is represented, an attractive booklet or folder 
is provided for each department. A compe- 
tent artist is constantly engaged in preparing 
wash and line drawings of seasonable goods 
—omitting dress fabrics, because the stocks 
change so rapidly that a catalogue would 


scarcely be safe. The booklets are of a 
glazed, eighty to a hundred pound, paper. 
Soft shades of ink—which admirably bring 
up the texture—are used, and the printing is 
done right here on our own presses, under 
my supervision, thus reducing the cost to a 
minimum. After a brief introductory, no “‘lit- 
erary ” effort ismade. Generally there is but 
one cut to a page. The description of the ar- 
ticle and the prices are in few words and small 
type. Twenty to twenty-five thousand of 
each issue are sent out to a selected list, and 
to any one writing for a catalogue. We have 
found this method to be productive of excel- 
lent results. I should be glad to send copies 
of the booklets to any advertiser desiring 
them. 

I do not believe the mail order business is 
bounded by limitations. With patience and 
the wise expenditure of money, I fail to see 
why people in almost every county and town- 
ship of the country pani A not be induced 
to buy largely from houses in Philadelphia, 

ew York, or any other city where mer- 
chants are progressive and fearless enough 
to take the first step—the expenditure of 
considerable money for publicity. 

I think Mr. MacDonald's system is a good 
one, and he is deserving of the unbounded 
success with which I am sure he will meet. 

Cuas, J. SHEARER, 
Adv. Mgr. for Strawbridge & Clothier. 


a + ae 
SOME BOSTON MATTERS 
Boston, Oct. 7, 1895. 
Editor of Printers’ Ink: 

Elias Home, of Court street, the first man 
to buy up old violins in Europe for his trade, 
uses a cut in his ads of a long-haired vir- 
tuoso using a hand saw to play on a violin. 
“Sawing out a tune ona fiddle.” I presume, 
is the joke. 

The big department stores are advertising 
sheet music, running to popular pieces at 
present, and, though regular music dealers 
complain, I do not believe they will ever do 
more than lap a little of the regular dealers’ 
cream. 

I noticed a neat card in a piano dealer's 
window some time since; it read: 





SEVENTEEN CENTS A DAY, 
$1.19 A WEEK, 
$5.00 A MONTH, 
WILL BUY A PIANO, 
Moral: Smoke two cigars less each day. 


E. L. SMITH. 





> 
CEASED ADVERTISING. 
CLEVELAND, Ohio, October 2, 1895. 
Editor of Printers’ Ink: 

The other evening I stepped into a drug 
store and drifted into a conversation with the 
clerk, who is a warm admirer of the adver 
tiser, for he says: ‘* When a thing is proper- 
ly advertised it requires no talk to convince 
a person it is a good article.’ Pointing to a 
lot cf tooth powder which lay on the show 
case, he said: “ That powder, one year ago, 
was the best seller on the market; to-day you 
can’t sell it, though it is the same powder. 
The result is, I have marked it down.”” When 
asked what he attributed it to, he replied: 
“Simply because it is not advertised. It is 
invariably the case that as soon as the manu 
facturers cease advertising, sales fall off.’’ 

Ben F. Corvay. 
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WINDY CITY NOTES. 
Cuicaco, Oct. 2, 1895. 
Editor of Printers’ INK: 

Marshall Field & Co. advertise “‘ ready to 
wear”? clothes. The phrase is an improve- 
ment over “custom made’’ and “ready 
made,” 

An epidemic of advertising has broken out 
among the saloon keepers here, but they 
mostly confine themselves to plastering the 
fronts of their respective “ places’’ with 
huge signs, etc. One reads: * 100,000 men 
wanted to unload schooners.”’ Everything 
from a “prairie oyster’’ to a ticket in 
drawing for a grand piano is advertised to be 
given with a drink. 

Some time ago the 7rtéune offered to give 
bicycles for 1,000 and 2,000 headings from 
each of their Sunday and daily editions, 
dated during August and September. Imme- 
diately ads appeared in the “ Personals” 
from “orphans out of health” and “little 
girls,’ asking charitably inclined individuals 
to send their headings. 

To the following question the editor of the 
Post answers : 

Certainly. 

Cu1caco, Sept. 26.—Editor of the Evening 
Post: Please inform the writer whether one 
should obtain the consent of the heirs of a 
person deceased in order to use photograph 
for advertisement ?—IGNORANCE 

Cc SEVERN. 


— +e — 
CASTORIA AND THE OAKLAND “LED- 
GER.” 


OaKLanpD, Illinois, Oct. 3, 1895. 
Editor of Printers’ INK: 

In reply to the inquiry about Castoria ad 
being lifted two times by this newspaper, 
we wish to say that if it occurred three times 
it is beyond our knowledge. In June this 
year, when our attention was called to the 
fact that it had been done, we were not aware 
of it; and when upon asking the foreman he 
stated that he lifted the ad to make room for 
a home ad twice. For this he was given a 
discharge. 

Mr. Zarley, our pressman, only remembers 
of the affair happening but twice. He is not 
now in our employ, having left us two weeks 
ago. 

That we are in the habit of doing this we 
deny. It was done WITHOUT OUR KNOWLEDGE, 
We have published a newspaper for twenty 
years and have an established reputation for 
doing the square thing with everybody. 

We have written, previous to this, a letter 
to the Castoria people. They owe us for 
over fourteen months’ advertising. We have 
billed them three times. We deducted these 
two wrong insertions, or rather charged them 
nothing. They owe us clearly for-one year’s 
good, honest work, yet they refuse to pay the 
bill. J. S. Yearcin & Son. 


— > 
IT’S MIGIITY. 
Copman BvILpINc, } 
Boston, Mass., Oct. 3, 1895. 
kditor of Prixters’ Ink: 

Printers’ Ink, it seems to me, may be 
likened unto the mighty Mississippi, which 
drains a continent and nourishes a thousand 
towns and cities by its flood. 

Printers’ Ink absorbs the experiences of 
advertisers all over the country, and pours 
forth the accumulation in a steady flow for 
the enriching of all who desire to benefit by 
it. Situ. 
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BUFFALO ADVERTISING BLOSSOMS. 
Burrao, N. Y., Oct. 1, 1895. 
Editor of Printers’ Ink : 


A bold stroke in advertising was made by 
Mme. May, a beautifier, who, with her maid 
and manager, have engaged a suite of four 
parlors at the Genesee. On arrival, last 
week, anonymous notes were sent to the 
dailies stating that the madam had been 
poisoned. It resulted in creating the desired 
sensation, and the papers are full of item: 
concerning her rapid recovery and marvel- 
ous magic in transforming wrinkles into 
smiles. 

The Times has ordered a sort of a “ bike” 
for its suburban deliveries, which will make 
an excellent advertisement, and, at the same 
time, effect a big saving in its distributing 
department. In front the little machine is 
geared like a bicycle, while over the two 
rear wheels, which resemble a tricycle, is 
mounted a box holding about 5,000 papers, 
and it is claimed, with a boy to propel the 
pedals, one of these contrivances is capable 
of doing the work of three ordinary delivery 
wagons orcarts. They are highly ornamen- 
tal, finely finished, with eilded railing 
around the top and gold signs on the sides, 
costing $175 each. 

Last week Rice’s “1492"’ opera company 
visited us, and this astute manager success- 
fully placed on the streets a perambulating 
advertisement that evades the ordinances 
prohibiting “‘sandwich”’ men. He dressed 
up gorgeously two supernumeraries exactly 
alike, and put one behind the other a few 
paces, and in meeting them on the side- 
walks, unless one had retired early the night 
before, would instinctively think they saw 
double and turn round to see, only to read 


on the back of the first “14” and his trailer 
’ 


“ 


The substitution of an inferior article, or 
one costing less than that called for, is a 
mean imposition practiced by some mer- 
chants, and it has often been alleged that 
druggists were the greatest offenders in this 
way, offering something “that is just as 
good” for the widely advertised. I had an 
experience to-day that makes me think they 
are, as a class, unjustly accused. Wishing 
to purchase a box of those that one gives re- 
lief, I had to go to three different drug stores 
before I could find Ripans Tabules, the two 
first being just out, and what surprised me 
was, neither of them offered or suggested a 
substitute. 

so far successful dry goods firm who 
takes less space in the papers than their 
competitors, make constant use of this 
phrase: ‘‘ Economy in advertising enables 
us to make our prices lower than elsewhere.” 
This is varied sometimes with: “‘ Our low 
prices do not require much newspaper adver- 
tising.”” Marcit BowMan, 
+o — 
AN APPROPRIATE NAME, 
Editor of Printers’ Ink: 
I think this is a very appropriate name for 


GETZ-THERE 


ROACH AND BUG 


EXTERMINATOR 


such an article, if it is a good one. 
OssERVER. 
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FOREIGNERS’ ENGLISH. 


The oddities of foreigners who advertise 
in English, not exactly “as she is spoke,” 
have frequently called up a smile. Here is 
a speci of ag i otel advertisement 
of some fifty years ago: ‘“* Mr. Dewit in the 
Golden Apple art of the Bruges Gate at 
Ghent, has the honour to prevent the Persons 
who would come at his house, that they 
should find there always good and spacious 
Lodging, a table served at their taste, Wine, 
of any quality, &c. Besides he hires horses 
and chaises, which shall be of a great con- 
veniency for the Travelleir. The Bark of 
Bruges depart and arrives every day before 
his door. He dares flatter himself that they 
shall be satisfied, as well with the cheapness 
of the price as with the cares\such an estab- 
lishment requires.” 

As another specimen of foreigners’ English 
take the following playbill of an English 
entertainment in Paris in 1829: ‘‘ A Grand 
Entertainment Concert and Ball will be given 
at Monsiour Lemer pres du Port de Charen- 
ton, No. 5. To open with the favourite 
comic song called the mill after witch will be 
given a part of Macbeath a song and a Resita- 
tion after witch a favourite hurnpipe. A 
gentleman a performer in provencal parts 
will appear in imetations of the great English 
actars from Paris, afterwards the prinsopal 
parts of Douglas or the noble shepsard after 
witch a quand tetifec combat then to be given 
a Resitation, comic duet, songs, &c., the 
whole to conclude with a Ball, Music is 
provided. Enteornce at % past 6to begin at 

ast 7. Tickets to be had of Mr. Joseph 

urner, James Riley, John Liwois, or at che 
wouse."’—Chambers’ Fournal. 








Great oaks from little acorns grow, 
And great results from small ads flow. 





AN AD OF THE FIRST STEAMBOAT. 


Among the curiosities of advertising may 
surely be placed the first advertisement of the 
first steamer that plied for hire in Great 
Britain—namely, Henry Bell’s Comet. Thus 
ran the advertisement in the Glasgow Courier 
of 1812: ‘“* Steam Passage Boat, the Comet, 
between Glasgow, Greenock and Helens- 
burgh. For Passengers only. The sub- 
scriber having at much expense fitted up a 
handsome vessel to ply upon the river Clyde 
between Glasgow and Greenock—to sail by 
the Power of Wind, Air and Steam, he in- 
tends that the vessel shall leave the Broomie- 
law on Tuesdays, Thursdays and Saturdays 
about Mid-day, or at such time thereafter as 
may answer from the state of the tide, and to 
leave Greenock on Mondays, Wednesdays 
and Fridays in the morning to suit the tide. 
The elegance, comfort, coher and speed of 
this vessel require only to be proved to meet 
the approbation of the Public; and the Pro- 
prietor is determined to do everything in his 
power to merit public encouragement. The 
terms are for the present—4 shillings for the 
best cabin and 3 shillings for the second; 
but beyond these rates nothing is to be al- 
lowed to servants or any other person em- 
ployed about the vessel.’’ 

What would poor neglected Henry Bell 
have said ome he have seen his humble 
little Comet, of whose elegance, comfort and 
_— he was so proud, alongside a modern 

-unarder or one of the latest palatial river- 
steamers of the Clyde or Thames, all so well 
advertised ?—Chamébers’ Journal. 
> - 

An advertisement that does not create 
comment or excite interest amongst those for 
whom it is intended, is not a good investment 
in an advertising sense.— Toronto Evening 

Telegram. 
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Since 1888, THE Press has grown in strength and im- 
portance. It is still growing and will keep on growing. 
It is officially recognized by the Republican State and 
County Committees as the leading Republican newspaper 


g@ 
Pe eee ce bie Eo 
& The New York Press| 


| is the standard by which other papers are rated. | 





“Tue Press, the most 
widely circulated Republi- 
can newspaper.”—WN. F. 
Evening Post, Aug. 2, 1888. 
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Tue clothing dealer's advertisement, like San Francisco, Cal, the 
all others, should be clothed in good 1 lan- Prenat en aut Const ‘ATZ, 
guage. m8. World ida Ne Q weekly 

No man who advertises for any object Yor » N.Y. veoke agent. 3,0 0 suaraiteca 
other than to benefit himself is advertising = =“ 
at all.—Grocery World. 








TEREOTYPE, Linotype and Electrot 
a a ae are metals ; cop r annodes ; zinc plates for 
etching. ERCH ANT & CO., ine., 517 
Arch 8t., Philadelpnic, ‘7 ‘a. 





Displayed Advertisements 








50 cents a line, $1o0a page; 25 per cent YEARS THOUSAND 
extra for specified position—t/ granted. OLD. = CIRCULATION. 


Must be handed in one week in advance. 
THE RECORD OF 


BRIODGEPORT'S ONLY MORNING PAPER. 


aan 57 aie THE MORNING UNION. 


BRIDGEPORT, CONN. 
STAMPS FOR Go, bER WANE. t@” ..RATES ARE LOW.. a9 

















A SMALL MAN, A BIG BOY 


AND 


TE NEN ag MOOEL WER 


~~. 
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A Triple Alliance that will produce 12,000 to 14,000 papers per hour. 
Chicago. CAMPBELL PRINTING PRESS & MFG. CO., New York. 
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How to insure a pleasant and profitable visit 
for your solicitor when he calls on an advertiser. 


Make your paper known to the advertiser 
beforehand by conspicuous announcements 
in Printers’ Ink, the journal that all adver- 
tisers read. 

As constant dropping wears away a stone 
so will regular repetitions of terse statements 
concerning the merits of your paper eventu- 
ally cause its name to be engraved upon the 
advertiser’s mind. 

The advertiser who has the name of your 
paper engraved on his mind will greet your 
canvasser with friendliness and good will. 


WE OFFER YOU PROFITABLE PUBLICITY. 
ADDRESS PRINTERS’ INK, IO SPRUCE ST., N. ¥ 
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It Leads Them All... 


“ The Daily Republican's” Circulation 
is from Four to Five Hundred Copies 
more per day than any other Daily 
nyt ae ished in Bucks County, Pa. 
> eae of Rowell’s “ American News- 
paper Jirectory,” in sendipg out the Directory 
‘or this year, say of THE DarmLy REPUBLICAN, 
that it has 
“A Higher Rating than any other 
Daily Published in the County.” 
The medium for Advertisers, sure. W: 


eekly | 
edition age EF in connection with the Daily. 


For Rates, ad: 
REPUBLICAN PRINTING CO., 
DOYLEsTowN, Pa. 


Unless 


I'm vastly mistaken, ‘twill pay you 
to get The Century Magazin 





for October, ‘95, and examine the 
Advertisement on the northeast cor- 
ner of its page 64. 

Perhaps I should add: providing 
you make or sell anything not like- 
ly to suffer from being better known. 





ADVERTISERS| 


Invariably get good returns from 
a good advertisement advertising 
good goods, for which there is a 
demand, judiciously inserted in the 


Agricultural Epitomist 


Indianapolis, Ind, 


Send for sample copy and card of 
advertising rates. 
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“The Co-ops” 
"Selected Lists: 


(PERIODICAL MAGAZINES PUBLISHED FOR 
LAWYERS BY THE LAWYERS’ CO-OPERATIVE 
PUBLISHING COMPANY, ROCHESTER, N, Y.) 

They reach all the best lawyers 

in the United States. They are 

all old and well-established 

nes. Rowell will guar- 
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W 
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y 

iT] culation of over “ 
" LI 
f i 
" For particulars, terms and sample num- m 
AI " 
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bers, address the Advertising Manager. 
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PRINTERS’ INK, 


RIPANS 





TABULES |; 


Mr. W. C. Lewis, who is 

connected with the artistic ad- 
vertising department of the 

Youth's Companion, and re- 
sides at 33 Dwight Street, 
Boston, relates that he had : 
his attention called to Ripans 
Tabules by a business ac- 
quaintance, who expressed a 
high opinion of them. Mr. 
Lewis was a good deal 
troubled with what he de- 
scribes as a nervous, bilious 
condition that ‘appeared to be 
brought on from time to time 
by high pressure work or 
special mental activity or ex- 
citement, such as would be 
common at periods of unusual 
nervous tension. It has be- 
come his practice at such 
times to take a Tabule—just 
one—at the moment that he 
observes the difficulty ap- 

roaching. It makes no dif- 
eaonse when it is. A favor- 
able result is invariably ap- 
parent within twenty min- 
utes. The only noticeable 
effect is that he feels all right 
in twenty minutes if he takes 
the Tabule ; while if he does 
not the nervous, uncomforta- 
ble feeling intensifies and 
leads to a bad afternoon and 
tired evening. He carries 
one of the little vials with 
him all the time now, but 
doesn’t have occasion to ap- 
ply to it anything like as often 
as he did at first. Nowadays 
there are frequent periods of 
from a week to ten days or 
even two weeks during which 
he finds that he has no occa- 
sion whatever to make use of 
the Tabules, but still carries 
them in his pocket, just the 





same, so that they may be ¢ 
ready if an occasion for their 
use occurs. [ 


Ripeee Tabules are sold by druggists, or by 

an f Se 28 ice (50 cents a box) is sent to 

The Ripans Chemical Company, No. 10 Spruce 
St., New York. Sample vial, 10 cents, 
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é . O some advertisers it seems 
¢ The Clouds 
Drop Fatness 


The 

Dull 
Times 
Are Over. 


strange that they should pay 

me to put their advertise- 

ment in type and furnish an 
electro when the papers which get the 
order will do it for nothing. 

But this is one instance where pay- 
ing for something you can get done for 
| nothing does prove profitable. 

The advertisements that I put in 
type will stand out over the heads of 
others in any company. 


The 
National Tribune 
I know just enough more about the 
Pays. printing business than the other fellow 
| does to make it to your advantage to 
come to me, 





That is why the best advertisers have 
used it for years. . : 
No matter who writes your adver- 
Over 100,000 every issue. tisements, booklets or circulars, it will 
pay you to have me do the printing. 
What do you think of the typeset- 
ting in the ads in PRINTERS’ INK ? 
Compare them with your own in the 


No live business man will fail to adver- 
tise this fall. 
Address TRE NATIONAL TRIBUNE, 
Washington, D. C. 
Or BYRON ANDREWS, 
Manager Branch Office, 
World Bldg., New York City. 
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local paper. Write to me about it. 

Address WM. JOHNSTON, Manager 
Printers’ Ink Press, 10 Spruce street, 
New York. 
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Feesnaesear BABA BBARABEAGLAA ELA SAA DBALAABAEE 


You Have Noticed.. 


what our clients have to say 
respecting 


HARRISBURG ~~~ 
~~ TELEGRAM. 


Are you content? If not will publish 
more testimonials or prove by letter to 
your ENTIRE SATISFACTION, the 
relative value of our advertising col- 
umns. Tor further information write 


Cc. E. ELLIS, 
Manager Eastern Office, 
517-518 Temple Court, New York. 
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9~ S| 0 The... q 
a 
Out of _ Great | 
u 
10 Times : Northwest 
The advertiser who will ‘ is the granary of America. The 


use but one evening paper in 
Kansas City will, nine times 
out of ten, act wisely in select- 
ing THE WORLD. Repre- 
sentative Houses in all lines 
of business are its largest ad- 
vertisers. No other paper in 
Kansas City carries as many 
columns of daily advertisin 

No other paper rivals in fetch: 
That’s why peo- 


ing results. 
ple say that 
iF YOU PUT IT IN THE 
WORLD IT WINS. 
CHICAGO OFFICE: 
502 ye nt Commerce. 5 


Ew YorK ¢ 
12, is. 4 T - hws e Building, 


farmers have sold their grain and 
have money in bank. ‘There is 
prosperity in the land. 


Theres Magazine, 


] published at St. Paul, circulates q 
throughout the entire Northwest U 
and goes into >) 


30,000 HOMES MONTHLY. 


It is a standard publication and 
pays advertisers. [For rates and 


A. Frank Richardson, Special Rep. 1 sample copies write to 
ale U sg 
THE WORLD, 
L. V. ASHBAUGH, Manager. q W.-H. ENGLAND, Special Agent, > 
KANSAS CITY, MO. ! 842 & 844 Broadway, New York. (J 
eaececee Waawaayaeaeza2} 











TROTH 


and 


Stop 4 





ALI ps: ‘ 


TRUTH 


aa 0) 41-906 (> ae 


Are you paying 
AN i you AVINE 
Are you exenwlare 


TRUTHS rate is 


Yearly contracts 


“TTFRIATI 
1 
DO YOU 


RUTH 7 








$1.00 aline 
775 aline 

el erasilalens 
50--saline 
40-"Yaline 
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VERLAND... 
...MONTHLY 





SS Money We 
Maker 


For advertisers who desire to 


buyers west of the 
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40,000 


ee Q hint to advertisers. For rates 
MORRISON  6and sample copies, write to 
MORRISON 
MORRISON W. H. ENGLAND, 
Eastern Agent, 842-844 Br oadway, 


Boyce Building, NEW YORK. 
Chicago. 





PAPERS THAT PLEASE, PAY. 


Womankind. 


Every number of WoMANKIND grows better. 
Every number brings more _ subscribers, 
more advertising and better results to ad- 
vertisers, 


Why ? 


Because it’s the kind of a paper the busy 
housewife and the mother wants. It appeals 
to people in a peculiar way. 


It Pays Advertisers. 


SSSSSOSSOSOSOOSE 


The Hosterman Publishing Co., 


SPRINGFIELD, OHIO. 


The great Thanksgiving Number will close October 15. Get 


in it and have reason for thankfulness. 


. . . Monthly, 


The well-known household 


magazine, has a circulation 


That should bea sufficient 


PPD PAPAS 
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A Successful Advertiser 


said in an interview published in Printers’ The 
Ink, issue September 25, 1895: Eight 
“We have but. one thing to sell, and it Business 
commands $25, with no possible discount, there- Bringers. ; 


fore we must go no lower than 
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The Sunday School Times, age, 37 yrs. 
Lutheran Observer, age, 68 years. 
Presbyterian Journal, age, 19 years. 

2 Ref'd Church Messenger, age, 62 yrs. 
Then come the _ substantial Episcopal Recorder, age, 74 years. 
monthlies. ... . But our first Lutheran, age, 33 years. 


choice is the solid old relivious Christian Instructor, age, 51 years. 

weeklies of largest circulation,” § Christian . mats aan Som, Spence. 
220,000 1,000,000 

Actual Subscribers Actual Readers 


people of at least moderate 
means. Our preference is 
the religious periodical press. 





eeoeee 


Write to us for fuller particulars about these papers. 


The Religious Press Association, Philadelphia. 
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Ohio is prosperous. Dayton, one of its most enterprising 
cities. Its population is a reading and a buying one—the former 
because, as a whole, the inhabitants are well educated—and the 
latter for the reason that they make good wages. An article of 
merit destined for family consumption can be profitably adver- 
tised through the 





ee OOOO OU 


Morning Times, D., 4,500 
Evening News, D., 9,500 
Weekly Times-News,W., 4,500 





the leading home newspapers in that city. Long established, 
clean, up-to-date family papers. 
Information as to advertising of 
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H. D. La Coste, Special 
38 Park Row, Newspaper 
New York. Representative. 
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Q A Paper 
With a Local Circulation 


GREATER THAN THAT OF ANY OTHER 
MT. PLEASANT PAPER. 


The Evening Revicw 


THE LEADING AFTERNOON DAILY IN 
HENRY COUNTY. TAKES A WIRE REPORT AND 
BELONGS TO 1HE ASSOCIATED PRESS. 


YY yyy 


Ss. 
OI EEE LL OOOO OOOO OIOIOIOLOL OLE CE 


It is a paper published for the people now on 
——. earth—to read and advertise in. 


Rates gladly furnished on application, 
lowa Has Crors FRANK LEAKE, Mgr., 


Crops Mean Money to 
IHost WuHo Apvertise Mt. Pleasant, lowa. ( 





III III IIS I III oo 


Y 
SeeeeeeeZeeeZ seannannnnaanweessiaaaeaaes 


vy 


F Locororive fineMEN.~ 
PEORIA, ILL. (Formerly Terre Haute.) 
The only ILLUSTRATED MAGAZINE 
of the RAILROAD BROTHERHOODS. 


Reciprocity of Patronage... 


is only true with the Locomotive Firemen’s Magazine—where 
the readers are the owners. The patronage of the advertisers 
insures the return patronage of the readers—who are the joint 
owners. The intrinsic reading value is correspondingly enhanced. 
A trial ad proves all this. Now is the best time to make it. 
« 
*$00@OOGee-- 
For Rates ____—_—- 


W.N. GATES, Manager Advertising, 
29 EUCLID AVENUE, CLEVELAND, 0. 


N. B.—Send for Booklet Free on ‘‘ BrotHernoops.”’ 
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C. P. Huntington 


once said about railroads what 
many large advertisers feel about newspapers— 


‘“‘] Like 
A Proposition 
That Pays.” 





And that is exactly what we offer in selling adver- 
tising space. Wecan meet the proposition. It is 
a well-known fact that the 


Portland 
Oregonian 
Always Pays 


That’s one reason why it has so many friends and 
is so promptly and universally admitted to be the 
great representative paper of the Northwest Pacific 
Coast. * 

Shall we submit estimates on your next adver- 
tising scheme to cover this rich territory? 





OREGONIAN PUBLISHING COMPANY, 
H. W. SCOTT, Editor. H. L. PITTOCK, Treas. and Manager. 


<pere<ve> 
S. C, BECKWITH, 


Sole Agent for Foreign Advertising, 
TRIBUNE BUILDING, NEW YORK. THE ROOKERY, CHICAGO. 
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W. H. Adams, Box 60, Redwood City, California, 





PRINTERS’ INK. 








It’s not what you say— 
But the way you say it. 





“ Printers’ Ink” would not 
hold all that could be said in 
favor of the PHILADELPHIA 
ITEM as an advertising medi- 
um. The fact that THE ITEM 
has 190,000 circulation every 
day and is the leading paper 
in Pennsylvania is sufficient for 
you to judge of its rare qual- 
ities. .° ia Pat POE 











Consult me. Call, write or telegraph. I am 
sole agent and years of experience enable me to state 
positively that you will make no mistake in placing 
your ads with me for insertion in 


~ = 
PHILADELPHIA 
1 TEM... 


~2ee> 


4 


Ss. C. BECKWITH, 
Tribune Building, New York. The Rookery, Chicago. 


Written by Theo. E. Payne, Phila., Penna. 
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Ohio 
Michigan 
Indian 
Iniols 


€© Wisconsin 
% Nebraska 
) So.Dakota 


other 
Western 
Stat 
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PRINTERS’ INK. 


G~>Established 1864. 


m Chicago 
Newspaper 
Union 


=>. Lists.. 


are a combination of the 


Se P esbms 


best weeklies _ published 





in these States. 


1456 Papers 


Week Ending Sept. 29, 1895. 
=> 


What we want is to get 
acquainted with the few 





remaining advertisers 
who are not already using “ 
them. Send for catalogue 

and all particulars. 


=> 


Chicago Newspaper Union, 
93 S. Jefferson Street, 
CHICAGO, 


and 


10 SPRUCE ST., NEW YORK. 
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DEPARTMENT 
By Charles 


Advertis 








advertising will be criticised freely, frankly a 
booklets, novelties, catalogs. Tell me your 


i i i i 


ADVERTISING IN GENERAI 
In Addison Archer’s interview with 
Mr. Kissam, recently, there is a state- 
ment which may well furnish food for 
hought. Mr. Kissam says, that to 
et the total circulation which his sys- 
advertising furnishes 
in advertiser it is necessary to mul- 
iply the number of cars (9,000) by the 
verage number of people who ride in 
ich car each day (6,000). This gives 
total of Now, no one 
ird has that circ I doubt if 
uny one card has one-half that circula- 
tion; but I think that one-fourth or 
ne-sixth would be very much nearer 
the mark. 
When a man sits down in a car, he 
three or four cards that are 
exactly opposite tohim. Supposing he 
s in the middle of the car, the 
at each end, on the opposit¢ side, are 
at such an angle that they are cifficult 
to read. Those directly across from 
im stare him in the face, and the 
hances are that he will see then 
1ose that are above his head, on his 
wn side of the car, will not be 
all. This of itself cuts the 
mn in two in the middle 
Then, take away the pr 
ds in the rack facing 
innot see without making 
le effort, and you will find the circu- 
tion cut in two again. 
I am not saying this for the 
disparaging street car advertising, 
t merely for the sake of putting it on 
fair basis for comparison with news- 
aper advertising. A good sized ad in 
good paper is almost sure to be seen 
every reader of that paper. There 
at least a very probable possibility 
it it will be seen. 
) prevent its being 
ith half of the 
lieve that a good sized ad 
uper has as much chance of 
een by everybody as any given street 
ar card has of being seen by all of the 
eople who sit on the opposite side to 


em of street car 


5,400, 000. 


ulation. 


sees the 





cards 





I 
seen 


circula- 


yportion of 
that he 


consider- 


him, 


purpose 


There is nothing 
seen, as there is 
street car cards. I 
a good 
being 





t during the day. 








“rs everywhere are invited to send matter for criticism 
and to offer suggestions for the betterment « 


advertising troubles 
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OF CRITICISM. 3 
Austin “Bates. , 

load en agp eras 
Anything pertaining to 


Send your newspaper ads, circulars, 
perhaps I can lighten them 


f this department 
nd fairly 





ew 


This may sound a 





but I will make a diagr 


anybody wl loesn’t understand it 





Iam publishing this letter because 
it p PRINTERS’ INK 
Joun W. Buc - 
Proprietor of the 
Inter-State Advertising ( 
N rH AT t RO, Mass., Sept 7 
Wr. Chas. Austin f s, Es 
Dear Sir—I read with mu interest each 
week your department in that most valual 
mpendium for advertisers, Print IN+ 
I am constantly making practical apy ation 
f many of your valuable ideas, as we as of 
those of others, contained in that bright 


publication. 
send you by 


I express a few samples of 
my advertising 
I 


j 


ards 














have long held that any good |t s 

uld be almost indefir ex} by 
judici advertising, am glad to see 
that y ‘ doing so mt » rightly incul 
ate this idea among business men at large 
1 advertise my own business of street car ad 


ve rtising in seve 

















tchy phras 
" Your 
* % 
I t I RA ( ; 
4 I Sept 8 | 
V> 1. Bat re f Print 
Ink York 
DEAR Sik ip otice in the last number of 
Printers’ Ink that you copy an advertise 
ment of the Staz A Eiectric Co., beginning, 
““ The End of a Contract.”" It is a very fair 





ad, but is borrowed—ar hoe agen f (per 
haps naturally) spoiled in the 
from an ad I wrote and the company pul 
lished some two years ago, and have fre 
quently used since. I inclose a copy of it, 
and you can find it in the antic, Century, 
Harper's, Babyh and elsewhere, and | 
also send you the last number of our owr 
P aper, with a mé arked d artic le showing that it 
*xcited great admiration on the Pac ific Coast 

Of course, Iam not going to “ kick’ over 
so small a matter as somebody else stealing 
our ideas. The do it constantly, but I 
merely wish to assert, mildly but firmly, that 
they are stolen in this case 
Very truly yours, Fi 





borrowing 











RREST Morcas 
Mr. Morgan is exciting himself un- 
duly. The ad which he wrote begins, 
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Pugcaese: 


60 


‘* The latter end of a contract is vastly 
more important than the front end.” 
The ad of the Standard Electric Co, 
begins, ‘‘ The end of a contract, like 
the end of a wasp, merits respectful 
consideration.”’ 

Now, I don’t suppose that either 
Mr. Morgan or the writer of the other 
ad is the first or only man who ever 
thought of that same thing. I suppose 
that similar expressions have been 
used in print and in writing and talk 
ten thousand times. It is nonsense 
for a man to claim originality in any- 
thing of this kind, or to say that some- 
body else is stealing his ideas. The 
similarity between these two ads is not 
so very startling. It merely shows 
that two people have thought of the 
same thing in connection with a con- 
tract. I know that I have seen the 
idea used a number of times before, 
and the man who originated it has 
probably been dead some thousands 
of years. This continual howl and 
disturbance about originality is a 
thing well calculated to fatigue any 
man of experience in the advertising 
business. Originality would be a 
first-class thing, if it existed. But I 
am beginning to believe that there is 
no such thing. A man can’t be origi- 
nal if he wants to, and he would be 
foolish if he tried. If a man is going 
to dig out all of his ideas from the 
time he is born, without gaining any- 
thing from anybody else, he has a 
pretty hard job before him. He 
would probably learn to talk about 
the time he was ready to die. 

What on earth are all the books for, 
if they are not to help people to learn 
something? If we can’t make use of 
the knowledge of other people, how 
are we going to get ahead very much 
in the world? Of what use would the 
telephone be if everybody refused to 
use it because they didn’t originate it ? 
Must I or any other sane man refuse 
to be benefited by the works of Shake- 
speare because we didn’t write them ? 
Must we refuse to receive ideas and 
suggestions from these wonderful 
pages, just because those ideas 
wouldn’t be original? I would like to 
meet just one man who has original 
ideas. I would like to know the man 
who doesn’t depend on others for sug- 
gestions, and who doesn’t get help 
from other brains than his own. The 


man who depends wholly on himself 
isn’t going to know very much or do 
very much in this world. 


PRINTERS’ 


INK. 

Mr. Morgan says that he thinks this 
ad was borrowed and spoiled in the 
borrowing. As a matter of fact, if it 
was borrowed it was improved. 
There’s but one end to a contract. 
There is a beginning and an end, and 
the beginning is not an end. There is 
no such thing as a latter end and a 
front end of a contract. 

I may be giving this subject more 
attention than it deserves, but this 
question of originality bobs up every 
once ina while. It is nonsense for a 
man to try and be original. He can’t 
be original, no matter how hard he 
works ; and so long as he can make use 
of another man’s ideas, without hurting 
that other man, there is no reason 
under the sun why he shouldn't do so. 

* * 
> 
RETAIL ADVERTISING 

On Twenty-third street, in New 
York, is a large, fine, handsome store. 
It is eight stories high and is full of 
the best kind of furniture. Elegant 
metal signs on either side of the door 
announce that the store belongs to ihe 
George C. Flint Co. It is one of the 
handsomest furniture stores in America. 
The furniture is sold at a reasonable 
price, and everything that is sold is 
entirely reliable. The store’s adver- 
tising is not particularly startling, but 
it is very good—-perhaps better than 
the average. Everything seems to be 
in favor of the store—-except one thing; 
and that is, the treatment that is ac- 
corded to visitors when they enter. I 
am not talking about this particular 
store because it is the only store in 
New York where these things are true, 
but because I have had experience in 
this one recently. All over New York, 
and all over America, there are stores 
which are well advertised and which 
have all the elements of success, except 
cuugteousness on the part of the clerks. 

When you go into Flint’s, you are 
met at the door or near the elevator, 
by a sour-faced, cross-voiced man who 
says, ‘‘ What is it you wish to see?’’ 
with a rising inflection which makes 
the question sound very much as if he 
were saying, ‘‘ What the deuce do you 


mean by coming here, anyway? Give 
an account of yourself !” 
The store’s advertisements invite 


people to come in any time they please; 
stay as long as they like; and look 
around as much as they like. They 
say that the more people know about 
the store and their {urniture, the better 
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are satisfied ; and that they are 
ry glad to have people come in to 
iss away hour or so, whether or 
they to buy anything, or 
er expect to buy anything. Any- 
xly whois drawn to the store by such 
idvertisement will find the greeting 
much like 
old water in his face. He will feel 
<e turning around and going immedi- 
out of the store and never 
' back again. I have several times 
rd this clerk or floor-walker or 
itever his title 


an 
want 


it he receives very a dash 


com- 


may be, talk to 

rs—particularly to women—in a 
y that certainly would 
od boil if I owned that store. I 

there the other day when a lady 
waitir for 
man how much 
wait. He 
asked then 
floor « 


make my 


» had been ig some time 


this 
have to 
She 


ilesman asked 
iver she would 
| he didn’t 
1e might go up to t 
ng th 
e, and look around and wait unti 
She 


know. 
he 
goods which she 


salesman came was very 
ify told that that wouldn’t do any 
1; that there anybody up 
re at all, and she had better wait 


She said very quietly 


wasn t 


r a salesman. 


it she thought she 


and 


might look at 
ready for the 


came, besides 


furniture be 
sman when he 
from seeing the 
ain shortly 

| ] ‘ 


some pleasure 
x Her request was 
sed, and sne fiaally 
were any way oO! telling 
w long she would have to wait before 
ould be His H oh 
rhtiness said shortly and offensively, 
that almost insult 
Madam, I don’t know any more about 
do. I haven’t any idea 
waited 








served. und- 


tone was an 


un you 
n you can be on.’ 
I know of another woman who went 
store and I 
in the very beautiful 
lurkish waiting r 
ne might be taken to 
TS of the 
ed to see. She r 
alf an hour, only to find, upon in- 
that the gentleman she wished 
had not been notified at all 
Che salesmen of the house seem to 
caught some of this spirit anc 
very likely 
ying up in the elevator the other 
heard a woman visitor say to the 


was asked to } 

and artis 
until her 
of the 


she 


seater 


om 
one 
whom 


mained 


store, 





to snub customers. 
] 


day, 


erk who was going to show her goods, 


very 
yO 


You have a beautiful store here, and 
fine stock; but I should think 
u would salesmen. I 


need more 
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had to wait half an hour.’’ Ths 
salesman answered shortly and very 
sneeringly, ‘* Well, don’t 
clerks falling over é¢ach other.’’ 


have 


we want 


his, 


to a woman who had been waiting a 
full half hour! , 
Now, the point of all this story is 


ne good, kind Samari- 
to tell me how, in the 
name of common sense, anybody can 
advertise that store so as to make it 


I want so 


this 


tan gentieman 





profitable. You can’t do all the adver- 

ing out of the store. You've got 
todo the most of it inside. If you in- 
vite people to come to the store, and 
then make them feel that they are in- 
truders, how can you expect to sel 
them anything How can you expect 
that they will come a second time 
If they don't buy the first time, they 
surely 1re not coml igain to ) 
treated like beggars. 


New York Her 


of Flint’s advertisements 





ind one 











which says: ‘*‘Come and rambl 
through years of French furnit art ; 
tarry among the quaint desig of 

landers; linger with the shales of 
old Dutch cabinetmakers; study th 
} } 





baronial furniture of E 
best work of the designers and n 
The world, the 
ulm of furniture 
in our store 


Now, I call that a 








centuries, 
the whole re art are at 


first-rate ac 





such an ad vould make me want to 
go to that tore and see those tl ng 
\nd that is all an advertisement of this 
haracter can hope to do hat is 
ll any vertisement can di It puts 
people nto th buying mood. Pher 
they go to the store, an f they find 
the goods right and the treatment 
right, they will buy 

Now, in Flint's store they won’t let 
you ramble, and they won't let you 
tarry, and if you linger, it is at you 
own peril If you want to ‘‘ study tl 
baronial furniture of England,” you 


salesman at 


isk a question 
} 


have got todo it with a 
yourelbow. Andif you 

hazard a remark, tl 
that 


or i¢ c ances are 


will 
matter 


be promptly squelched. 
Asa of fact, that ad lie 
from start to finish. It purports to bi 
an invitation to people to come into 
and it isn’t. It is merely 
what is technically known as a bluff. 
rhe air in FMint’s store is that it is 
quite a condescension on the part of 
the clerks to have anything whatever 
to do with you; and that the store 
there by reason of some peculiar benefi- 


you 


is a 


the store, 1S 


1S 


H 
5 
€ 
Mi 
4 
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cence of Providence, and not for the 
purpose of serving the public. 

The business is a great and success- 
ful one. There is no question about 
that. But its success was achieved in 
a building that was not nearly so fine. 
There wasn't nearly so much swagger 
about the old store, and I believe that 
people could go there and he treated 
with some small degree of courtesy. I 
am not fully posted on the history of 
the house, but I believe that the old 
store was carried on pretty directly 
under the eye of the principal owner, 
Mr. B. M. Cowperthwait, who has now 
practically retired from the active man- 
agement of the business, Mr. Cow- 
perthwait is—as I know from personal 
acquaintance—a business man of ex- 
ceedingly broad and intelligent views. 
I think he knows too much about ad- 
vertising, and too much about bu-iness 
to indorse the treatment that is accord- 
ed visitors at the Flint store. 

Here in New York, we get plenty 
of chances to see different ideas of 
conducting business. We go into Tif 
fany’s, and we are treated courteously 
and intelligently, whether or not we 
think of buying anything. We go into 
the store of the Whiting Manufacturing 
Company, and learn more about silver- 
ware, and its history than we ever 
dreamed of before. And when we 
leave, itis with the impression that the 
store is a good place to go to; and 
that, if we ever have occasion to buy 
silverware, we will buy it at Whitings. 
We go into other stores, and we are 
made to feel that we are interlopers, 
pure and simple; an 1 that we had better 
be attending to our own business than 
bothering the clerks. I had a personal 
experience at Hilton, Hughes & Co.’s 
some time ago that was calculated to 
turn Mr. Gillam’s gray hair red. | 
told him of the occurrence, and he used 
considerable language about it. I want- 
ed to buy arug of a certain size. | 
went to the carpet department and 
stood around very picturesquely for 
five or ten minutes before anybody 
deigned to notice my existence. I fi- 
nally corralled asalesman, and by dint of 
much persuasion induced him to show 
me three or four rugs that were not at 
all what I wanted. Finally I sawa 
rug folded up that was about the pattern 
that I thought I would like, and asked 
him to show it tome. He said, ‘‘ That’s 
not the size you want.’’ I said, ‘‘ That 
doesn’t make any difference. I would 
like tosee it, anyway.” He said, ‘‘ We 


don’t like to show goods, unless w 


are sure of selling them.” Now, that 
is not a statement drawn from my im- 
agination. It is an actual occurrence 
It is an exact repetition of the word 
that were said to me. WhenI got m\ 
breath again, after this astonishing 
reply, I suggested that I had seen, 
somewhere in Hilton, Hughes & Co 
advertising, an invitation to people t 
come in and see the goods at any tim 
and that I had a dim idea that ck 
were hired for the purpose of showing 
them. I finally induced him to shov 
me the rug that I wanted to see, ar 
found that the pattern was just what | 
wanted. I found also, by going to the 
head of the department, that a rug « 
the size I needed could be sec ured it 
the pattern I admired. I ordered the 
ug, and was to have received it withi: 
2 week. 
and i haven’t yet seen the rug 

This little story teaches that an 
competent man, with a twenty-dolla 
a-week brain can offset allof the wor 
that Mr. Gillam does with his four 
hundred-dollar-a-week brain. Wha 
on earth is the use of advertising 
the store doesn’t back it up? Mr 
Gillam’s advertising, even though lh: 
‘*spake with the tongues of men at 
angels,” won’t make that carpet d 
partment a success if everybody th 
goes into it is treated as I was. I sup 
pose in almost every store in this cour 
try there is some such thing as tha 
going on. Then, when the busine 
doesn’t pay, the advertising is blame 
for it. Advertising is likecharity. | 
It begins right in tl 


It has now been five weeks 


begins at home. 
store, 

When, shortly after Mr. Gillam can 
to New York, I asked him if this in 
competence of clerks wasn’t a wort 
to him, and asked him what he w 
going to do about it, he said “Any 
body who can't keep step with the 
store’s progress will have to drop out 
the ranks. Wewon’'t have anybody 
the store who isn't in sympathy w 
the principles that move the busine 

There’s nothing the matter with th 
logic, is there? I want my readers t 
understand that I am publishing thes 
incidents simply and solely that th 
recital may cause some thinking on t 
part of the business men whose adver 
tising efforts are now handicapped | 
some seemingly insignificant employee 

I do business with both of the store 
I have talked about, and shall probab! 
continue to do so, because I know tha 
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spirit of the clerks is not a refiec- 

1 of the spirit of the store. I doubt 

other people will think as far as 

And anyway, ‘‘ there are others’ 
other stores. 
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READY-MADE 

lo not write these ready-made ads. They are 

taken wherever they are found, and credit is 

given to the author when he is known. Contri 

itions of bright ads are solicited. The name 


nd address of the writer will be printed, if he 
shes it to be.—C. A. B 


ADS 


ase Furnishing Store—(By M. W. Bez 
idge) 


IF YOU’RE THINKING OF 
REFURNISHING YOUR arora 


. member that we are headgq 
for Kitchen Furniture and iH 
nishing Goods of every d 
from the smallest 
largest—all of the 
lowest prices 
per See 
trouble 


arters 


relial 


show g 


r a Furniture Store—By W. H 


HOT WEATHER, 


But frugal folks d 


when such carpet 
to be had, besides they enjoy 
they meet here. You can't n 
$5 to $25 easier anywhere 
right here. These are h 
just when you want them 


mind 


as these 


nt se 
ar 


em t 
t gains 
the cr ] 
ake from 
n earth ti 


tb 


an 


argains and 


For a Rem 
CATCH THE DOLLARS 
AS THEY DROP. 


When we 


val Sale 


made uy ur minds th 
e stock on hand 
iilding the price on everythi ng i 
and opped 
wn,too. Turned eve nie int 


should int 


ms storehouses 


For Dyers and Cleaner,— By A. F 


Better Have Us ‘‘Do Up” 


Your I 
they'll be 
} 


Curtains 
ready t 
house-cleaning time 
make them as dainty anc 
new—without the least injury to f 
ric—no matter how fragile Wag 
will call any time. Drop postal 


ace 


r a Shoe (By R. ¢ 
We're Ready for 
The Children. 


Getting in our lines of 
School Shoes. They’re ne 
pleted—though something 
in most every day. Prices are 
wonderful for their lowness—fr 
to $1 less than the uptown 
charge. Come down. We'll prove it 
to you. 


Store hen & Son 


Children’s 
ariy 


m 50¢ 


stores 
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For any Busine 


Our business | 
introductory t 
prices are r 
who patronize 


ences and econe 


a busier 
ioneers 
us they o}] 
mics in m 

bilitiés 


and f yu an 


a revelati 
immen 


have 


een § 


u want, 


its reliability 


e—(By Eyri 


‘SHE KNOWS 


Rosseau says it requires much ¢ 
curately observe our surrour 
me s 

sold 

not proper 
a piece of 
distinctive 
It's not low priced, 


ing ladies have be« 
fine paper 

etimes think 

e it, but 

r here’s nothing s« 

3ond Paper.” 

bears the impress of the select 


we h ave 
they d 


give one 


inferi 


just 


For 


Dentist 


A Golden Crown 


a tooth will last 
rms the m st per 
that 
as in 


affixed to the dy ot 
for many years, and f 
fect subsfute for natural teeth 
can be devised. We excel in this, 
all branches of dentistry. Operati 
perfectly painless. Extractions 
Other charges in proportio 


ns 


5oc, 
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THE AMERICAN 
NEWSPAPER 
...For ee DIRECTORY | 


Describes and reports the circulation of 20,395 
| Newspapers and Periodicals. 
DOD 
Pays a reward of $25 for every case where a pub- 
lisher is not accorded a circulation rating in accord- 
ance with facts shown by his statement in detail, if 
signed and dated, and $100 reward to the first person 
who shows any such statement to have been untrue. 


DSO] 


OVER ONE THOUSAND PAGES. 
PRICE FIVE DOLLARS. 


Thirty cents extra for postage if forwarded by 
mail. Address, 


Geo. P. Rowell & Co., 


Publishers, 


10 Spruce Street, - = New York. 
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Some LESSONS in the 








Science of Advertising 








FIRST—Do you know how many copies are actually printed of the 


publicati in which you insert your advertisement ? 





SECOND—Do you know how many of those printed are actually 


sold ? 


Sometimes large editions are claimed and never printed ; 
Sometimes large editions are printed and never sold. 


Even with fairly good management, the “returns” of 
unsold copies of many publications run up to twenty 
and even thirty per cent during the 

ertiser to hay 
take 


THE COSMOPOLITAN MAGAZINE } JULY, 
For the three dullest months of 1895: ( me * “ weit ' 
SEPTEMBER. 
Were its editions sold? Here is the record: 


THe AMERICAN News ( 
MANAGER’S OrFice, 39 & 41 CHAM 
Nr K, Oct » 159 
Mr. Fohn Brisben Walker, 
: “ The Cosm ditan,’ 
lrz 
Dear Str—In compliance wi r suggestion, we have examined our books 
and find that our total returns the VY, zust and September numbers of 
the “*Cosmorotrran”’ did not amount to two per cent of the entire 
quantity received from you by u f these three issues. Of the September 
number we sent back a few copies, but at the present writing we have unfilled 
rders on file for several hundre pies of that date. 
You can make our order for November number two hundred thousand 
(200,000) copies. 
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Yours tr 


STEPHEN FARRELLY, Manager 


We believe this is unparalleled: 
That no such record as this of THE COSMOPOLITAN has ever 
before been made. No other publication, on increasing editions, 
during the dull months, has ever received back less than TWO 
PER CENT of the entire number. 





The COSMOPOLITAN’S Edition 
for December will be 400,000. 


3 
COLO LOD DD a 
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Quails. 


Every now and then some surprised man sends in word 
“Tam not receiving PRINTERS’ INK.” The trouble in 
every case is that he has not renewed his subscription. If 
any man is receiving PRINTERS’ INK who has not paid for 
it, or for whom some friend has not paid, the publishers of 
PRINTERS’ INK are simply ignorant of the fact. In order 
that PRINTERS’ INK may collect a large number of five 
dollar bills for yearly subscriptions next year, it becomes 
quite important that the persons most likely to subscribe 
shall not be receiving the paper gratuitously. 

There are a good many inquiries concerning 
the probable influence upon the circulation of 
PRINTERS’ INK of the increase of price after 
January Ist from $2 to $5 a year. The pub- 
lishers of PRINTERS’ INK are able to announce 
that a larger circulation for 1896 is already as- 
sured than has been enjoyed for 1895. The 
number of subscriptions paid for to the end of 
the century, January Ist, 1901, is as surprising as it is gratify- 
ing. Over four hundred have been added in a single week 
and more than two thousand within the past six weeks. 

Every man has at one time or another 
listened to the reported conversation between 
the school boys at luncheon time. One was 
eating an apple, and the other, not so fortunate, 
cries out, “I speak for that core,” and then 
the reply, “ There ain’t going to be no core.” 

PRINTERS’ INK is reminded of the above 
= —~ alleged incident by the numerous inquiries 
received from time to time concerning the exact date 
upon which PRINTERS’ INK will begin to issue the Quail 
announcements offering free insertions for the 
remainder of the year, for advertisements con- 
tracted to be inserted throughout 1896. The 
amount of advertising already contracted for 
for PRINTERS’ INK is so considerable that it 
is deemed advisable to omit the Quail an 
nouncements for this year. 
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This represents a 


subscription for 


subscription for 


PRINTERS’ INK for PRINTERS’ INK for 


one year if ordered one year if ordered 
before Dec. 31st. after Dec. 31st. 


Price $2. Price $5. 





subscription for five years or five 


These repres¢ nta 


ibscriptions for PRINTERS’ INK for one year. And these, 
f bought before December 31st, can be had for $10; but 


ordered after that date the price will be $25. 


Is it not surprising what a difference 


a single day will make sometimes ? 
D 7 


« 
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DDRESS, WITH $2 OR $10, PRINTERS’ INK, NO, IO SPRUCE STREET, NEW Y 
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10,000 lines to be used within one year. 


L. R. Hamersly, 
New York Representative, 


49 Potter Building. 
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} More Circulation 
} 
. And Less Than Half 
} And Less Than Ha 
| Their Rat 
‘ 
| Their Rate. 
} 
} 
} 
The circulation of the Washington EVEN- 
} 
} ING STAR is more than that of the three ) 
§ 
} other Washington dailies combined, and yet 
} its rate is less than half of that of the three 
; papers added together. 
) 
) 
) 
a 
2 
} 
} 
) 
. covers the city of Washington completely. It 
: ' } 
goes to 82% per cent of all the occupied } 
: } 
; houses. It charges but 7) cents per line for } 
) 
} 
) 
) 
} 
} 
1 
) 
} 
} 
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Scatile 
Post-Intelligencer----- 


Every intelligent adyertiser knows that, in 
placing new articles on the market and in 
keeping old ones before the public, the 
great newspapers of the country are the 
most effective mediums. This is because 
they have a large and prosperous con- 
stituency, with ample means to supply their 
wants. The great newspaper of the State 
of Washington is the SEATTLE POST- 
INTELLIGENCER. It has no rival, no 
peer, and stands absolutely at the head 





of the newspaper procession in the great 


Puget Sound Region. 
-00@@Oeee-- 


KNOWN CIRCULATION: 
14,000 
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Daily, Exceeding 








sTIvarsererserersirneervireevireersirer arse ireeerserveervirneerserseervirne ernest 


Sunday, Exceeding = 15,000 = 

Weekly, Exceeding = 15,000 3 

| 

*$0@OOOCee-- 3 

A. FRANK RICHARDSON, = 

Chamber of C ce, Tribune Building, 3 
CHICAGO. NEW YORK. 

= 
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** America’s 
Magazines 


And Their Relation 
To the Advertiser” 


We have gotten out a book concerning 
this country’s magazines, that gives more 
complete and concise information than was 
ever compiled before. 

It goes into details; describes the maga- 
zines, their style, circulation and the charac- 
ter of theirreaders. Its argument is thought 
enough of to be widely quoted. 

“It is the handsomest, the briefest, the 
the most unique, the most original, the 
incest sensible and the most effective book 
ot its kind I have ever seen.”—a¢i’/ 
C. Fowler, Jr. 

“One of the most pleasing pieces of 
printed matter I ever saw.”—Printers’ 
Ink, Dept. of Criticism, Sept 4th. 


This book defies waste baskets and dark 
drawers and aspires for the ready reference 
yart of your desk. Have you a place for it? 

hen write. It 1s free. 


LORD & THOMAS, 


Newspaper and [lagazine 
Advertising, 


45-49 Randolph Street, 
CHICAGO. 
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32 per cent 
More Advertising 


printed in THE EvENING Post during 1894 
than appeared in any other New York 
evening paper. The excess in 1893 was 
25 per cent. 


More Columns 


of advertising printed in THE EVENING 
Post during 1894 than in 1893. An ex- 
ceptional record. 


Nine Times 
Out of Ten. 


‘“‘The advertiser who will use but one 


evening paper in New York City will, 
nine times out of ten, act wisely in select- 
ing THE EvENING Post. No other has so 
large an advertising patronage. In influ- 
ence and respectability it easily takes the 
lead.” —Printers’ Ink. 


Publication Office: 


206-210 Broadway, - = New York. 
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The Good Work 
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is still going on, and 


The 


St. Paul 


Globe 


IS RIGHT IN IT. 


Don’t fail to make hay while the 
sun shines. You can do this, as 
the dawn of an_ unprecedented 
season of prosperity is upon us, 
especially in the Northwest, where 
crops are larger and the outlook for 
business greater than ever before. 

Don’t fail to place us on your 
list and any further information 


cheerfully furnished by 






C. E. ELLIS, 


517-518 Temple Court, 
New York. 


Special Representative, 












PRINTERS’ INK. 


Don’t be a clam 


Just because you, as a seedsman, have never 


taken advantage of the advertising columns of 


THE 


VICKERY & HILL 
LIST 


is no reason why you should never do so, as it 





= 





= ilit 


IS USED BY 


the following, who rank among the most 


SUCCESSFUL SEEDSMEN 


in the country, viz.: 


int 


FRANK FINCH, Clyde, N. ¥. 
GEO, W. PARK, Libonia, Pa. 

L. L. MAY & CO., St. Paul, Minn, 
J.dJd. BELL, Binghamton, wy. F. 


ESTES 


And many others. 


The VICKERY & HILL CO., 
Augusta, Me. 
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Cc. E. ELLIS, Manager, 
Special Adytg. Office, Temple Court, N. Y. 
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Salt Lake... — 
‘The Temple City,” 


has a population of 57,500. It has 100 miles 
of streets and 70 miles of electric railway. ‘The Mormon 
Temple, begun in 1853 and recently completed, is built 
of white creamy granite and cost $2,500,000. The tab- 
ernacle is 250 by 150 feet, with a seating capacity of 
11,000, and claims to possess within its walls the finest 
organ in the world. ‘The city sits in a beautiful green 
valley, at an altitude of 4,260 feet above sea level. Its 
streets are 132 feet wideand each block is 660 feet square. 
Its soft air, blue skies and beautifully shaded sidewalks 
tempt the traveler from every clime, making it an ideal 
spot for rest, while it has at least one magnificent modern 
hotel quite equal to any in the land. Great Salt Lake, 
that mysterious dead sea of America, is one of its chief 
charms. Over 50,000 people bathed in it last season. 
There is no bathing like it on the round planet. The 
water is so buoyant that one cannot sink, and the sand 
under one’s feet is as soft as velvet, while the waves 
beating idly on its shores are a bright blue or green. 
There are over 650 bathing rooms, furnished with every 
requisite. 

The environs of Salt Lake are beautiful and the entire 
country for miles around pays tribute to it commercially. 
One “store’”’ in Salt Lake does $6,000,000 worth of busi- 
ness in a year. In allthis vast country there is one great 
newspaper, and ONE ONLY, and that one is the 


salt Lake Tribune.. 


Daily, Sunday, Weekly. 
P. H. LANNAN, Manager. 


>o00<—> 


Ss. C. BECKWITH, 
SOLE AGENT FOREIGN ADVERTISING, 
The Rookery, Chicago. Tribune Building, New York. 
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| THE CAPITAL PAYS | 


THE POSTACE. «usm. 


**Straws Show Which Way the Wind Blows.” 


IGNIFICA T FIGURES Showing the newspaper postage paid at 
the Topeka, Kansas, post-office for the 
six ——_ 1s ending Jun 

here are no less on Bn aowe pers published at Topeka, the capital 
of tke State of Kansas, and mailed through the post-office of that city as 
second-class mail matter. For the first six months of the present year 
“Uncle Sam ” collected from these 51 publications for newspaper postage 
the total sum of $3,426.89, of which amount, as shown below, The Capital 
paid 52 1-2 per cent. 


THE CAPITAL, - = = $1,797.70 


I PI, CUNT ooo ccccccevccccccccsceses 
2. State Journal, weekly.............-ss..+0+- ; 
TTT See 
© fae frees, wee Die dice sks aces ERS 
&. Democrat, daily............ccseceeess rae: 
6. Kansas EE SEEN voc cccescheeecoeseess 
Bp I SIUEEIET 5... voccccceccdecesecccse | 
8. Railroad Register, weekly........ .........-. 
9. North Topeka Mail, weekly..... ..... eee 
10. Kansas Breeze, wee ek] | ot GEST EES ae 
1l. Kansas New: wapeper Union, weekly......... ; 
12, The Kansas Telegraph, weekly............ 7 
13. Ottawa Journal _— [eivics<bBsced¥dases ; 
Oe rrr 
15. Sunday Ledger, — FRE ies of RE oa 
16. Merchant's Journal, weekly...... amen 
celebs casesecadhcoteceseoee pense 
18. Illustrated RSs 6 a ga 
nok cee cnseccs chenecoves set 
20. Christian havecaie, |)" SLRS 
= State og pens Dit Riis hatnnd deeds <0 ; 
23. North aa ences cbs ve sures 
24. qreting! so urna, Nitin sp pecudibonss <6 
4 0 — Seg ES ae: 
National Referendum, weekly............... | $1 ,629. 19 
People’s Friend, weekly. 
Shawnee Independent, \ seakiy sh eBSGonee se 
Baptist Headlight, semi-monthly........... 
Western Odd ellow, semi-monthly ........ 
Western School Journal, monthly ......... 
Kansas Worker, monthly. AAT 
Our Messenger, monthly...................+ 
Kansas F. A. & I. Union, monthly.......... 
Kansas Endeavorer, monthly.............-.. 
Poultry Breeder, monthly................... 
Baptist Visitor, monthly..................++- 
Washburn M Mid-Continent, monthly ates We 
Horticulturist, monthly............-.. --+++- 
Protestor, monthly c > CPR ee ees 
State Sunday School Journal, monthly a % 
Western Jewel, monthly......75..........-- | 
Temple Kloc AEE Sek oc ta ncncd 
a ds tncecede bes coe ssocseseces 
pobie ys marterly........0+- 
pel Chariots, Benet. 
Thee EPs ant sos Secck sevgens og 
Midland Sportsman, monthly 
Kansas Bee Journal, monthly............. : 
Knight of Security, monthly ig tgivaneseges J 


HE CAPITAL in excess of the 50 other pa- 
en eee $168.51 
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To cover Kansas use the Daily and Semi-weekly Capital. 


Ss. C. BECKWITH, Sole Agent, 
Tribune Building, New York. The Rookery, Chicago. 
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There are 
No Mysteries... 


In the Publication of 


The 
Kansas City 
oltar.. 


No barred and guarded pressroom, no hidden 
circulation books, no secret processes, to deceive 
and defraud advertisers. The Star is printed be- 
hind plate-glass windows and the latch-string always 
hangs out for all who have curiosity or interest in 
the monster labors of its three Hoe presses, built for 
it last year at a cost of $105,000. Its circulation 
books, white paper bills and post-office receipts are 
open to the inspection of any patron. 

Advertising is accepted on condition that if the 
average circulation of the daily and Sunday editions 
does not exceed 60,000, and if that of the weekly 


edition does not exceed 100,000, no charge is made 


for it. 
-$0@@OSOSCee-- 
Chicago Office, New York Office, 
1320 Masonic Temple. 80 Times Building. 


W. T. DAVIS, Mgr. PRANK HART, Mgr. 
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Nothing Like It 


Has been seen this 


Century! :::: 
We refer to the ::: 


ADVERTISING | 
vs BROOKLYN al | 








SEES E RES OCSEF 


Is there such Display sill 
NOWHERE Is there such Value 8 
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Come in our Office and see 
Samples or write for Rates. 


CATT ON 
KISSAM, 


MAIN FLOOR :: : 
Postal Telegraph Building, 
253 Broadway, New York. 
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PRINTERS’ INK. 

















THE ATLANTIC 
.1Q THE PACIFIC.... 


.and.. 


LAKE SUPERIOR 


..to the.. 


GULF OF MEXICO.... 


..also the.. 


TRAMWAYS OF 


INDIA and SCOTLAND... 


is now the territory in 
which we place 


Street Car Advertising 


Send for our List 


Carleton & Kissam, 


...Viain Floor... 


Postal Telegraph Building, 
253 Broadway, N. Y.. 
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AN 
Advertisement 
SS 

THAT 

CATCHES 








Unties the Purse Strings. 


In Missouri. 


CAN In the Great Southwest. 


HIT In the 1000 cities and towns 








surrounding St. Louis. 


MORE In the United States, west of 
EYES the Mississippi River. 


Through the Columns of The 


St. Louis Chronicle 


than in any other daily paper. 























Guaranteed Daily Circulation 
Over 


110,000... 


For rates write 


E. T. PERRY, 


Mgr. Foreign Advertising Dept., 





53 Tribune Bidg., 66 Hartford Bidg., 
New York. Chicago. 














